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SNOWLAND BOND 


Cirighleh, Whiter, belle Team oer — 


. and now your best paper buy, for even the most discriminating paper use. NEW SNOW- 
LAND BOND, the result of scientific refinements in the basic pulp bleaching process, has 
improved formation, cleaner appearance—will highlight your printed message at the same 
low price that has made Snowland Bond's performance-plus utility famous. We invite you to 
compare NEW SNOWLAND BOND with any sulphite bond, watermarked or unwatermarked. 
Write for free samples today—Fraser Paper, Ltd., 420 Lexington Avenue, New York 17, N. Y. 
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FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK. CHICAGO ® MILLS: 


MADAWASKA. MAINE 
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EYE-OPENING EXCITEMENT 
for P.O.P. DISPLAYS and LABELS 
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kleen-stik’ FL WY ORESCLENT 
Pressure-Sensitive Adhesive-Backed Printing Stocks 


The dazzling brilliance of fluorescent color... plus 
the versatile performance of Kleen-Stik adhesive — 5S DAZZLING COLORS! 
creates displays that actually stop traffic and com- ® Orange-Yellow 
mand sales action! Printing is easy by any process — r —— 
no special inks or handling methods. And Kleen-Stik ® Chartreuse 
makes the complete, self-contained display that goes © Green 
up easy ... sticks tight . . . stays bright! 

NEW—FLUORESCENT FLEX-STIK 


All the dazzle of Fivorescent color in weather- 
proof, rubber-saturated, extra-flexible stock for 
many outdoor uses, Orange-Red and Orange- 
Yellow. 


For samples and complete information, see your 


regular printing source, or write direct to 
7300 W. Wilson Ave. ® Chicago 31, lil. Kleen-Stik Products. 


Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 
OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
28830 
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Just Cele Us 


Ask Your Supplier — He Knows 


Changes and improvements in products and services used in advertising 
and sales promotion have put a big burden on executives, from the stand- 
point of keeping up-to-date on progress. 


Advertising Requirements aims to assist its readers by constantly bringing 
to their attention new and better ways to do things, and new and better 
products and services through which to accomplish each objective. 


In addition, suppliers in all fields, who of necessity must be 
experts in their special callings, are a fine source of information to 
interested buyers. In a recent issue AR spotlighted the services which are 
performed by the alert and knowledgeable paper merchant, whose salesmen 
are taught how to help advertisers and sales promotion people utilize their 
products in the best possible way. 


There are representatives of many other suppliers--printers, pack- 
aging companies, display houses,direct mail specialists, show and exhibit 
builders, designers and art studios, typographers and many others--who 
are in a position to save time and effort, as well as money, by bringing 
to the attention of the market the new things which have become avail- 


able, the improved processes which have been introduced into many fields 
of operation. 


Advertisers and agencies, like other buyers, should get more than just 
products and services from their suppliers. They can also get know- 
how and the good advice and wise counsel which make each dollar spent 
for advertising and sales promotion just a little more profitable. 


ooOoOouOuGuGGVOOESV———_———r_—w 
G. D. Crain Jr. 
Publisher 


ADVERTISING REQUIREMENTS 
October, 1960 


ADVERTISING REQUIREMENTS is published 
monthly by Advertising Publications Inc., 200 Publisher G. D. Crain Jr Advertising Sales Manager: Jack Johnson 
E oo = PA pete tee Editorial Director S. R. Bernstein coins ee . William Hanus 
publishers o I an - + ‘ inois St., icago 11, 
TRIAL MARKETING. Subscription rates: $3 per Managing Fditor ............. Robert, &: Konikow (DElaware 7-5200) 
year in U. S., SOc per copy. Add $2 per year Washington Editor Stanley E. Cohen Advertising Sales Offices: 
tor foreign postage except for Canada, U. S Associate Editors ette Macen New York: 630 Third Av. (YUkon 6-5050) 
possessions and Pan-America, no extra post- Ed Sachs Jack Gafford, Advertising Director 
age charge Editorial Assistants Alice Johnston 
Thea K. Flaum Los Angeles: Sim -Reilly Ltd., 1709 W. 
mooN Art Director r David Godfrey 8th St., (HUbbard 3-0561). 
Gs BPA Associates Harold Waddell 
, Joseph Faraci San Francisco: Simpson-Reilly Ltd., 703 
Market St., (DOuglas 2-4994). 


VOL. 8 No. 10 


Circulation Director Myron A. Hartenfeld 


Second class postage paid at Chicago, Ill Copyright 1960 by Advertising Publications Portland: Frank J. McHugh Jr., 520 S.W. 
and at additional mailing offices Inc 6th Av., (CApitol 6-2561). 


October 1960 - aa - 3 





gn Sete ame Seem WER pet SRD SA OE OY 


i 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 


of every 


artist... 


. is to work with ease 
on a colored drawing 
board ideal for posters, 
illustrations, and pres- 
entations that radiate 
their enthusiasm... 


..is to have a choice 
of over 69 colors and 
finishes... 


CRESCENT !S THIS 
DREAM-COME-TRUE 

. a vast selection for 
every artist. See them 
at leading art material 
dealers or write for 
samples! 
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NEW HORIZONS 
for AUTOMATIC STIK-ON 


BLISTER PACKAGING 


NOW MASS PRODUCED 
with Jackmeyer's New 


*KOLDSEAL’ High Speed MACHINE 


Available in single or multiple units, the 
‘KOLDSEAL’ air press meets the growing 
demand for equipment to mass produce 
Jackmeyer STIK-ON Blister Packages. 
This new packaging advance completely 
eliminates heat and hi igh pressure from 
the sealing process and opens new hori- 
zons for profitable application of STIK-ON 
to practically any type of product . 

even delicate and sensitive fretremesis. 


SUPERIOR ADVANTAGES 
OF ‘KOLDSEAL’ AUTOMATIC 
STIK-ON PROCESS 
© Seals without am, oon possible curl- 
ing and — of card. 
« —" esive bonds both card and 
© Provides airtight protection from dust and 
moisture inde 
© Uses a minimum amount of input pressure. 
© Safely packages sensitive instruments, deli- 
cate parts and products. 
* hasemble economically and efficiently in your 
. saves time and ae 
° ‘Kol SEAL’ MACHINES cost conside ly less 
than other sealing equipment. 
@ Easy to build, ‘Do-It-Yourself’ Jigs. 


LOOK to JACKMEYER for More “SEE and 
SELL” in every type of Blister oe 
Every step quality controlled from Crea- 
tive Design, ee of Blister, ee 
Coating and Assembly from 1 dependable 
source at minimum cost. 
FREE!® BLISTER PACKAGING ‘FACT BOOK’. A com- 
and informative presentation of Blis- 


ter cutentes Finest idea stimulator. Send for 
your copy t ay Dept. AR-10. 


BRANCHES IN PRINCIPAL CITIES 
CORR 


253 West 26th St., New York 1,N.Y. 
WAtkins 4-0265 





50" x 33” World Map 


Maps retail for $1.00, 
self-liquidates 25¢ 


These proven 
HAMMOND 
Premiums 
will solve your 
Sales 
Promotion 
Problems 


Got a sales promotion problem? Use 
colorful Hammond Maps for Give-aways, 
Traffic-Builders or Self-Liquidators .. . 
Use the famous Hammond Classic 

World Atlas or the original inflatable 
plastic Globe for Salesmen and 

Dealer Incentives. 


Whatever your sales problem, call 
Hammond first — there’s a Hammond 
plan and product to fit every need 

— every budget too. Ask for information 
on the complete Hammond line, or 

a colorful map or atlas tailored to 

meet your own special needs. 


For complete information, 
write to: J. T. McManus, 
Manager, Sales Promotion Div. 


B+ 


C.S. Hammond 
& Company 


Maplewood 24, New Jersey 
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The Editors 


Readers Service... 


What Serves Readers 
Also Serves Suppliers 


Working behind an editorial desk, 
we sometimes tend to take our 
Readers Service department for 
granted, but it’s apparent that our 
readers find it a very useful part of 
each issue. 

Just in case you are one of the 
few who are unfamiliar with our 
Readers Service page, flip to the 
insert on colored stock bound just 
inside the back cover of this issue. 
It describes briefly a number of 
items which are discussed more 
fully elsewhere in the issue, and 
which suppliers are offering to our 
readers. 

If you see an item which you 
would like to have for your file, or 
which you think would help you in 
some job that’s coming up, all you 
do is circle the appropriate number 
on the post card, fill in your name 
and address, tear it out of the page, 
and drop it in the nearest mailbox. 
When we get the card, your name is 
turned over to the supplier who is 
offering whatever is described, for 
him to handle the way he prefers. 

We, at AR, do not actually have 
the booklets or the samples or what 
have you. We have almost always 
seen a single copy, to help us write 
the article, but we ourselves do not 
fill requests; we merely pass them 
on. It is up to the supplier from 
that point on. 


> We have urged each supplier to 
send the item promised directly to 
the requestor, and most of the com- 
panies listed do this. Some, how- 
ever, forward the names to their 
local salesmen or distributors, to be 
handled as they see fit. Unfortunate- 
ly, some of these latter take a long 
time to get around to making the 
delivery. A few suppliers try to 


select, from the names we send 
them, only those they consider 
prime prospects. 

This is not an easy task. For one 
thing, sales promotion and adver- 
tising men are inveterate file-build- 
ers. Many a folder or catalog is re- 
quested because somebody has an 
idea that it might come in useful 
some time soon. Or perhaps, he 
reads the item, wishes he had known 
about it for the program he has just 
finished, and wants to have it on 
hand when he will start to organize 
next year’s campaign. 

One thing seems certain: a man 
who circles a number on our Read- 
ers Service card is not always an 
immediate prospect for the product 
described. We have received too 
many telephone calls or telegrams 
requesting immediate information to 
permit us to believe this. Most of 
our readers are aware that re- 
sponses to their inquiries on the 
cards are usually delayed, the re- 
sult of the necessary handling pro- 
cedures. If they are in a hurry, they 
go directly to the company named, 
whose address is usually available, 
or they write or phone or wire us 


for further information. They do 
not wait. 


> The Readers Service inquiries are 
usually for reference, for idea start- 
ers. Often the people who make the 
queries will never buy the items, 
but this may be the best channel 
through which to gain acceptance. 
Many a premium campaign, for 
example, starts out with a sugges- 
tion from an account executive in 
the agency, although his name never 
appears on a purchase order nor, 
indeed, does that of his agency. 
In addition, ours is a mobile field, 
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Display typefaces in this issue . 


. « 27—Tempo Heavy Condensed; 29——-Tempo Heavy 


& Karnak Intermediate; 38—Dom Casual; 51—WMistral & Tempo Heavy Condensed; 
61—Tempo Heavy; 68—Coronet Bold; 75—Karnak Black; 79—Tower; 80—Clip- 
book; 85—Craw Clarendon & Pickup Lettering; 92—Radiant Medium; 94—Futura 


Demibold; 104—Eve Bold; 
Bernhard Modern; 


109—Bodoni 
121—Tempo Heavy & Bulmer; 129—Bodoni Light. 


Black; 


113—Bodoni Black Italic; 116— 
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; SORG’s Tensalberc Helps MACGREGOR 


Put Extra Bounce in Golf Ball Sales! 


mols a spe al promotion roti 
golf ball, MacGregor used ‘the “tape 
promotion piece shown here, printed c 
TENSALEX by the Gibson: and Perin Comp 
Tensalex fits this job to a tee '! Printed 
offset lithography, accordion-folded 
taching the rabbit's foot, TENSALEX pr 
printability, we Lala and smart appear 
—plus the strength, folding qualities and d 


tough tag stock. 


The MacGregor “‘tape measure” is typical of the ways smart 
printers and advertisers across the nation are using latex-impreg- 
nated TENSALEX to help produce outstanding printed pieces. 


In maps, catalogs, sewn and pressure sensitive tags and labels, 
book covers and jackets, brochures—and hundreds of other uses 
where ordinary paper lacks the tear-strength, flexibility, and 
wearing qualities required . . . and where other materials such as 
cloth or cloth-backed paper are both too costly and unsuitable 


for fine printing—Sorg’s TENSALEX is winning new friends 


Ask your Sorg distributor for ! 
TENSALEX swatch’ books showing °NCTY day 


the full schedule of sizes and weights 
available in stock. 


Try TENSALEX yourself! Your Sorg distributor will be happy to 
furnish sample sheets for first-hand examination. Call him today! 


ne © Manufacturers and Converters of Stock Line ond Specialty Popers 
Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH » EQUATOR INDEX BRISTOL + REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT + EQUATOR LEDGER + SORG'S BLOTTING + TENSALEX 
GRANITEX « PARCHTEX 


le 
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and our readers may be in one job 
today, but may move, along with 
his reference files, tomorrow. The 
man ignored today because of a 
lowly title or a small company may 
be in a key position tomorrow. 


> The selection of Readers Service 
items is an editorial responsibility, 
and is based entirely on what we, 
as editors, feel would be of the 
greatest value to our readers. To 
qualify, each item offered must have 
some material worth keeping, in 
addition to the promotional matter 
supporting the company sending it 
out. We expect that it will have 
promotional material—else, why 
bother?—but we insist it have some- 
thing beyond that. 

When suppliers screen the names 
we send them, they often drop out 
those with foreign addresses. They 
figure, and probably correctly, that 
these are not very good prospects, 
and why, therefore, waste postage 
and a brochure? Actually, only 
about 142% of our total circulation 
goes overseas, but these copies are 
read by people who are far behind 
us in the techniques of advertising. 
They are grasping for help, and it 
is too bad that more people aren’t 
willing to lend a hand to them. 


> Another problem related to Read- 
ers Service arose recently, and for- 
tunately it is a rare one. It started 
with a reader who complained that, 
in answer to an RS query, he re- 
ceived not a brochure, but an actual 
piece of merchandise and a request 
to remit $5 or return the item. He 
resented, and rightfully, this kind of 
selling. We agree. 

We checked our files. The orig- 
inal release said “free brochure,” 
and we wrote a complaining letter 
to the supplier and to the agency 
which had sent us the release. What 
we got back was a pathetic story 
of a man who had a good product, 
but didn’t have the resources to 
hang on until it could catch on. He 
printed up a brochure, but used up 
his capital before orders could come 
in. He had expected about 50 re- 
sponses to our item; he got nearly 
300. He ran out of _ brochures, 
couldn’t afford a second printing, 
and sent out, he wrote us, about 
22 of the items he was trying to 
sell. 

The sad part about all of this is 
that many of the 300 requests would, 
within the year, turn into sales, if 
our own research holds true in this 
case. His brochures are out, have 
been filed, will be referred to, and 
orders placed. Maybe he will still 
be able to fill them, and maybe he 
won't. It takes time, unfortunately, 
to get a business started, and too 
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few people realize how much money 
it takes to buy time. 


Happy Winner Thomas Brewer 
(right) stands by the prize (left) he won 
but doesn’t have to take, having exer- 
cised the option of a $500 savings bond. 
Union Carbide was the contest sponsor. 


With Real Incentive . . When you 
have to run a contest, maybe that’s 
the time to think it through, and to 
come up with a masterpiece, as did 
the UCON Refrigerants section of 
Union Carbide. Its contest was a 
simple completion one, with the top 
prize being awarded for the best 
statement (in 11 words more or less) 
of “I want to win a moth-eaten 
moosehead because . . .” The winner 
finished the sentence with “it will 
complete our office collection of 
square heads, dunderheads, bubble 
heads, empty heads and pin heads.” 

The winner, Thomas E. Brewer, 
San Francisco manufacturer’s rep, 
could have had the pictured moose- 
head, but in spite of his winning 
statement, he preferred the alternate 
prize of a $500 U. S. Savings Bond. 

Now how does Union Carbide get 
rid of a gen-u-wine moth-eaten 
moosehead? Perhaps here is the 
theme of another contest? 


Know of a Scholarship? . . To- 
morrow’s advertising or sales pro- 
motion man is in college today, and 
what with collegiate costs the way 
they are, any help is welcome. To 
steer good students towards avail- 
able funds, the Advertising Federa- 
tion of America is compiling a list 
of scholarships in advertising, mar- 
keting and related fields. 

If you know of such awards, or 
if your club has, or is thinking of 
such a program, please send the 
details to George T. Clarke, AFA, 
250 W. 57th St., New York 19. He 
is compiling a list for the benefit of 
vocational guidance counselors and 
students. 


Fancy Wrapper. . If you admire, 
as we did, the fancy packages on the 
cover and elsewhere, credit Chicago 
Printed String Co., which took a 
special photo for us. 44 


JANUARY, 1961 


Jan. 1-Dec. 31 


All-Year Nutrition Campaign . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Dr., Chicago 


Jan. 1-Feb. 15 


Louisiana Yam Supper Season . . . spon- 
sored by Louisiana Yam Industry, P.O. 
Box 132, Opelousas, La. 


Jan. 1-Feb. 28 
Winter Dairy Promotion . . . sponsored 
by American Dairy Assn., 20 N. Wacker 
Dr., Chicago 6 


Jan. 1-31 
Hot Chocolate Milk Time . . . sponsored 
by American Dairy Assn., 20 N. Wacker 
Dr., Chicago 
United Cerebral Palsy Month . . . spon- 
sored by United Cerebral Palsy Assns. 
Inc., 321 W. 44th St., N. Y. 36 
Break-a-Cold Month . . . sponsored by 
Church & Dwight Baking Soda, 70 Pine 
Se., N.Y. 
Wheat Bread Sales Month . . . sponsored 
by Natl. Bread Sales Months, 111 N. 
Marion St., Oak Park, Ill. 
National Colorado Beef Month . . . spon- 
sored by Livestock Div., Colorado Ad- 
vertising and Publicity, State Capitol, 
Denver 2 


Jan. 1 
New Year's Day 


Jan. 1-8 


Save The Pun Week . . . sponsored by 
The Society for the Revival and Preser- 
vation of the Pun, Box 835, Grand Cen- 
tral Station, N. Y. 17 


Jan. 2-31 


The New March of Dimes . . . sponsored 
by The National Foundation, 800 2nd 
Aes MY. 17 


Jan. 3 
Alaska Statehood Day 


Jan. 9-21 


Large Economy Size Promotion : 
sponsored by Chain Store Age, 2 Park 
Av., N. Y. 17 


Jan. 13-14 


Ten Outstanding Young Men of the 
Country . . . sponsored by U.S. Junior 
Chamber of Commerce, 21st & Main Sts., 
Tulsa, Okla. 


Jan. 15-21 


Civil Service Week . . . sponsored by 
American Federation of Government 
Employes, 900 F St., NW., Washington 4 
International Printing Week . . . spon- 
sored by Intl. Assn. of Printing House 
Craftsmen, c/o William H. Evans, 1817 
S. Mint St., Charlotte 3, N. C. 


Jan. 15-22 


YMCA Week . . . sponsored by Natl. 


Council of Y.M.C.A., 291 Broadway, 
N. Y. 7 
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Accounting Records 
Budget Forms 
Catalog Sheets 
Code Books 

Cost Analysis Books 
Course Outlines 
Direct Mail Lists 
Engineering Reports 
Financial Data 
Insurance Records 
Inventory Records 
Laboratory Records 
Marketing Reports 
Marketing Surveys 
News Letters 
Organization Minutes 
Parts Books 
Personnel Records 
Policy Manuals 
Price Books 

Printed Forms 
Procedure Manuals 
Project Books 

Sales Reports 
School Notebooks 
School Records 
Scrap Books 
Specification Books 
Standard Operating Procedure Books 
Tax Records 
Telephone Listings 
Traffic Manuals 

and any other frequently used 
loose leaf records. 


*DuPont reg. T.M. for its polyester film. Lithographed on Canary Nekoosa Bond Mylar Reinforced, Sub. 203¢ on a 122 Harris Press 





Jan. 17-23 
National Franklin Thrift Observance 
. . . sponsored by Natl. Thrift Commit- 
tee, 121 W. Wacker Dr., Chicago 


Jan. 26-Feb. 4 
National Fur Care Week . . . sponsored 
by Harry Jay Treu Inc., 352 7th Av., 
N. Y. 1 
National Kraut and Frankfurter Week 
. . . sponsored by Natl. Kraut Packers 
Assn., 202 S. Marion St., Oak Park, III. 


Jan. 28-Feb. 28 
Jewish Music Festival . . . sponsored by 
Natl. Jewish Welfare Board, 145 E. 32nd 
st., N. Y. 16 


Jan. 29-Feb. 5 
National Youth Week . . . sponsored by 
United Christian Youth Movement, 475 
Riverside Dr., N. Y. 27 


Coming 


Conventions 
How to Introduce a New Product 


All meetings listed here are annual 
conventions, unless otherwise described. 


with a Flair 
In today’s crowded supermarket, if a new product 
doesn’t get a good start, it may never get off the 
ground. Here’s how Dow Chemical Co. introduced its 
first supermarket product in seven years — Handi- 
Wrap — which makes its bow in October. 


TWO DIRECT MAIL FEATURES 


Winning Direct Mail Campaigns 
A selection of the best direct mail of the year, 
chosen from the winners of the annual com- 
petition of the Direct Mail Advertising Assn. 


DB DMEM) tes 


A guide to the kinds and sources of mailing 
lists, next in our Advertisers Buying Guide 
Series. A list of suppliers is included. 


OCTOBER 


4-6 .. . Business & Corporate Gift Show, 
Trade Show Building, New York 


5-8 . . . National Assn. of Photo-Lithog- 
raphers, Conrad Hilton, Chicago 


9-13 . . . Direct Mail Advertising Assn., 
Americana, Miami Beach 


10-12 . . . American Photo Engravers 
Assn., Statler-Hilton, Buffalo, N. Y 


10-13 . . . Industrial Film & Audio-Vis- 
ual Exhibition, Trade Show Building, 
New York 


10-13 . . . Corrugated Containers Confer- 
ence, Royal York, Toronto 


14-23 . . . French Packing Institute's 
First International Packaging Machinery 
Show, Paris 


16-22 . . . Society of Motion Picture & 
TV Engineers, Sheraton-Park, Washington 


19-22 . . . International Typographic 
Composition Assn., Statler-Hilton, Dallas 


Commercials that Speak Many Languages 


24-27 . . . Printing Industry of America, 
Sheraton-Park, Washington 


24-27 . . . Intl. Assn. Electrotypers & 
Stereotypers Inc., Continental Hilton, 
Mexico City 





To make commer- 
cials with the 
least language 
problems, Cluett 
Peabody turned 


27-30 . . . American Society of Industrial 
Designers’ Conference, Edgewater Beach, 
Chicago 


31-Nov. 4 . . . Packaging Management 
Course, American Management  Assn., 


Astor, New York to burlesques of 


NOVEMBER old movies. But 


1-3 . . . Canadian National Packaging Ex- the y all were 


position, Automotive Bldg., Toronto, Ont. powerful selling 
tools for Sanfor- 
ized shirts. 


3-5... Public Relations Society of Amer- SSSeeeeeeeeeeeeseeseeeeees 


1-3 . . . Point-of-Purchase Advertising In- 
stitute, 14th annual symposium and ex- 
hibit, Coliseum, New York 
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‘The 
copy 
below 
was set at 


100 words 


per 
minute! 


This copy was transcribed 
by a typist on the recording 
unit of a Friden Justowriter, 
thus producing both a first 
proof and a coded paper tape. 
The tape was then inserted 
in the reproducing unit which 
automatically prepared the 
repro proof at 100 words per 
minute, automatically justi- 
fied and error free. 

There is no faster method 
of preparing straight compo- 
sition for reproduction. 


The net output speed of the 
Justowriter is limited only 
by the speed of the typist. If 
she’s a 70-word girl on an 
office typewriter, that’s how 
fast she can operate the re- 
corder. (There’s nothing to 
slow her down: justification 
is automatically performed 
by the machine; errors are 
corrected by simply pres- 
sing one key.) Type faces? 
Take your pick of fourteen 
styles from 8 to 14 point. 


© 1960 raven, inc. 


‘These 
are the 
machines 


that did 


Get full information from your Friden Man. Or write: Friden, Inc., San Leandro, Calif. 


<=\nden 


SALES, SERVICE, INSTRUCTION THROUGHOUT U.S. AND WORLD 


GEE « October 1960 








ica, Conrad Hilton, Chicago 


11-13 . . . Screen Process Printing Assn., 
Sherman, Chicago 


14-16 . . . Broadcasters Promotion Assn., 
Sheration Charles, New Orleans 


21-25 .. . Industrial Photographic & TV 
Exhibition, Royal Albert Hall, London 


28-30... Intl. Planning Exposition, Con- 
vention Center, Las Vegas, Nev. 


DECEMBER 


3-6 . . . 1960 Visual Communications 
Congress, Sherman, Chicago 


4-5 ... National Assn. of Display Indus- 
tries, Trade Show Bldg., New York 


Creative Marketing Awards 
Sponsored by Fordham University, 
School of Business, Dept. of Marketing, 
302 Broadway, N. Y. Competition for 
marketing plans used to promote the sale 
of consumer product. 
Cleses Oct. 1 


Aerosol Package Awards 

Sponsored by Chemical Specialties Man- 
ufacturers Assn., 50 E. 4lst St., N. Y. 17 
Open to any aerosol brand owners or 
marketers for best aerosol package in 15 
different product classifications. Package 
designs submitted must be for products 
freely offered for sale prior to September 
1, 1960. 

Closes Oct, 15 


Golden Spike Awards 

Sponsored by Assn. of Railroad Adver- 
tising Managers. 805 Transportation 
Bidg., Washington 6, D.C. For non-rail- 
road advertising of the past year that 
made the most outstanding contribution 
to a better understanding of the im- 
portance of railroad. Also for advertis- 
ing that promotes rail freight or pas- 
senger traffic. 

Closes Jan. 15, 1961 


Musical Theme Awards 

Sponsored by The American Music Con- 
ference, 332 S. Michigan Av., Chicago 4. 
Awards given for best printed advertise- 
ments, appearing in 1960, using a musi- 
cal theme to promote non-musical prod- 
ucts. Any size or type of ad appearing in 
publications, outdoor ads, etc. 

Closes Jan. 20, 1961 


Atlas Advertising Award 
Sponsored by American Merchant Ma- 
rine Institute Inc., Bureau of Informa- 
tion, 11 Broadway, New York 4. Open 
to advertising which emphasizes the im- 
portance of the American Merchant 
Marine on an institutional level. Entries 
will be judged on impact, message con- 
tent, distribution and appearance. 
Closes Jan. 31, 1961 


Printing Awards 

Sponsored by Finch, Pruyn and Co., 

Glen Falls, N.Y. Open to printers for 

creative printing done on Finch or 

Cooper’s Cave Offset paper. Entry blanks 

available from paper merchant repre- 

sentatives. Opens October 1, 1960. 
Closes Jan. 31, 1961 





REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 12'1/2¢ each. 


New This Month 


298 Corrugated Goes Beautiful — by Ed Sachs 
New processes are opening up new uses for the lowly carton 
296 How to Handle Inquiries Promptly and Personally 
A practical system for making the most of potential customers 


Art 


256 Hew to Buy Graphic Arts Materials — by Donald Davis 


A guide to help graphic arts buyers 
236 A Code of Ethics for Art 
The official code of ethical practices in buying art 


Miscellaneous 


289 How to Move an Agency — by John K. Webster 


A guide for those who must go through this ordeal 
287 AR Editorial Index, 1959 


A subject index of all feature articles run during the year 
301 A Basic Guide for Paper Buyers 


The Best of AR tells what the adman must know about paper 
284 A Simple System for Traffic Control — by Richard V. Morrison 
An agency executive tells how they keep tabs on ad production 
The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 
A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 
An Inside Look at Worthington’s Trademark Thinking 
A presentation for its own staff tells the story behind a new trademark 
An Expert Answers Your Questions about Trading Stamps 


AR interviews John W. Young, Eureka Specialty Printing Co. 
Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
203 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 
201 Advertising Copyrights — by Robert J. Burton ($1) 


Copyright protection for graphic arts—a compilation of ten AR articles 
151 Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Packaging 


306 A Basic Guide to Packaging 


What packages should do for sales, and what materials to use 
294 How Design Unified a Product Line 


New products got stature by joining the package family 
275 A Guide to Card Packaging — by Dr. John A. Keenan 


An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 

269 How Women Feel About Food Packaging — by Bette Macon 


A repo-t of 2 panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 


A report on a carefully-controlled test which measured effects of multiple packing 


Photography 


302 A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajirl 


Pointers for getting the most out of photographs for reproduction purposes 


Point-of-Purchase 


310 What Makes Good P.O.P. Advertising 
A Best of AR feature which covers the fundamentals of this medium 


263 Why an Agency Opened its Own Supermarket 
. — by Kenneth R. MacDonald : 
The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 2 
A resort on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 
How Wilson & Co. uses its full-color newspaper ads 
252 What’s in the Future for Point-of-Purchase? _ by Les Gallagher 
An adman reports the effects of the changing market place on p.o.p. 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 
Money-saving ideas from a practical producer 


Printing & Typography 


311 How to Save on Your Printing Bills 
65 hints on money-saving techniques, from a Best of AR feature 
395 A Portfolio of Typefaces for Admen 
The Best of AR feature includes more than 300 one-line specimens 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing process 
235 Let’s Get Together on Offset — by Bernard C. Schramm Jr. 
There’s trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick Kammenn 


(50¢ 
A five-part outline of a practical system for saving 10% on your printing wie 
105 Let’s Swap ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Signs 


244 Designing for Posters — by Garrett P. Orr 
Practical hints from a leading art director in this field 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR Series covers the problems of the tv commercial 


ewan wenn n nnn cnennnnsscasanenacesnnnnsenesenesesssesenamansensassesnnssasanannanemy 


Reprint Editor, Advertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


] I enclose payment of 


(_] Please bill me (for orders of more than $2) 
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READERS 


Tipped-On Mirrors 


® In answer to Daryl Carter’s 
query (see July AR) about tipped- 
on mirrors, we have just used a 
similar item in a “teaser” mailing in 
connection with our annual sales 
contest for our hearing aid dealers. 

The mirrors we used were plated 
plastic about the thickness of light 
index cards. They were located 
through one of our local premium 
suppliers, Frank Mitchell Co., 4454 
Upton Avenue S., Minneapolis 10. 
We adapted a stock business-card 
size (34%x2”) to our purpose, al- 
though this material is undoubtedly 
available in other sizes, or can easily 
be cut. 

The application of these mirrors 
to a paper surface may be difficult 
because of the ultra-smooth, non- 
porous surface. We tried rubber ce- 
ment, applied to both surfaces and 
allowed to set before application, but 
this proved too time consuming. 

We finally settled on Scotch Brand 
double-coated pressure-sensitive 
tape (adhesive on both sides), which 
worked quite well for our purposes, 
although it was still a manual job. 
If Mr. Carter’s job involves large 
quantities, this may not be practical, 
but there is undoubtedly some type 
of machine application of this tape. 

We hope this information proves 
helpful. 

Stewart R. REAMER 

Advertising Dept., Maico Elec- 

tronics Inc., Minneapolis 


Pioneering Report 


® You will be happy to hear, I am 
sure, that after reading your article 
entitled “Wanted: A new Merchan- 
dising Service” by J. T. Walker, 
(see AR, Oct., 1959) that we have 
taken it upon ourselves to pioneer 
a new type of merchandising serv- 
ice which was so very well outlined 
in this issue. We have not ap- 
proached the setting up of this new 
service to the full extent outlined 
in the story by J. T. Walker. How- 
ever, we feel that we have perhaps 
simplified the initial set-up to some 
extent. 

After reading the article con- 
cerned, I was so impressed with 
the possibilities of such a service 
that I immediately started to gather 


information through research as to 
how such a service would be ac- 
cepted. I found, by approaching 
three of my major accounts, that 
each one of them was genuinely in- 
terested in discussing tie-in promo- 
tions. On the basis of this I made 
further plans to set up this service 
and consequently we became incor- 
porated as of April 27, 1960, under 
the title of Rogers Merchandising 
Co-Ordinators Ltd. 

Although we are a young compa- 
ny in the sales promotion field (just 
fifteen months old), originally op- 
erating under the heading The G. 
Rogers Company, we have made 
great headway and gained some 
considerable recognition in the sales 
promotion field here in Canada. 

We hope this will serve as a letter 
of recommendation for ADVERTISING 
REQUIREMENTS and the value re- 
ceived from such a magazine. I am 
sure there have been many others 
in the past who have received ideas 
and information such as we have 
and I am sure that many more will 
do so in the future. 

Gorpvon J. W. Rocers 

President, Rogers Merchandising 

Co-ordinators Ltd., Toronto 


Cut-Out Letters 


® On receiving the copy of the July 
issue of AR, Alexander R. Forest, 
our president, and I both read with 
great pleasure and interest your arti- 
cle, “How to Buy Cut Out Letters.” 

And we would like to tell you that 
we think you have done a very fine 
piece of writing on the subject. We 
also believe the article could not 
have been more “non-partisan” and 
seems to cover the field quite com- 
pletely. 

As an interested manufacturer of 
letters, may we say thank you very 
much. 

Maria E. JOHNSON 

Assistant Sales Manager, Plano- 

scope Corp., New York 


Solves Sticky Problem 


® We were much interested in the 
story “Printer Solves Sticky Prob- 
lem” (see AR, June) of Gene 





Hveryone 
Likes 
Gilbert 


Superase gz 
Bond 


TAKES 
PRINTING 
BEAUTIFULLY __.__ _ 


ERASES LIKE MAGIC _ ___ - 


TOPS FOR 
QUALITY 
APPEARANCE _ __ __ 


You erase mistakes ... even whole phrases... like magic, with just a soft rubber pencil eraser. They erase cleanly, too... no 
smudge ...no smear. Superase, with 25% new cotton fibre content, also has a quality appearance. It looks like regular bond 
paper, including the crisp cockle finish always associated with quality papers. And Superase Bond gives a beautiful letterhead 
impression by all reproduction processes. Send for sample kit containing a generous supply of Superase Bond and Superase Thin. 


type here then erase | 


try its erasure quality yourself 





GILBERT SUPERASE BOND IN A WIDE 


SIZES AND WEIGHTS, INCLUDING GILBERT \ 


THIN (sub. 9), IS AVAILABLE FROM 


AMERICA’S FINEST PAPER MERCHANTS 


SEND FOR THIS FREE 
SAMPLE KIT 


Contains an ample supply 

of Gilbert Superase Bond in 
all weights, including 
Gilbert Superase Bond Thin. 


Send for it today. 


GILBERT 
PAPER 
COMPANY 


MENASHA, 


WISCONSIN 


ALABAMA 
Birmingham 
Mobile 
Montgomery 
ARKANSAS 
Little Rock 
CALIFORNIA 
Los Angeles 
San Francisco 


COLORADO 
Denver 
Pueblo 


CONNECTICUT 
East Hartford 


DELAWARE 
Wilmington 


*Sloan Paper Company 
*Partin Paper Company 
*Weaver Paper Company 


..*Roach Paper Company 


...*Carpenter Paper Company 
..*Carpenter Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


.*Green & Low Paper Co. 


..*Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 


Washington 
Washington 


FLORIDA 
Jacksonville 
Jacksonville 
Miami 

Orlando 
Pensacola 

St. Petersburg 
Tallahossee 
Tampa 

West Palm Beach 


GEORGIA 
Atlanta 
Macon 
Sovannoh 


IDAHO 
Boise 
Pocatello 


WLLINOIS 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
INDIANA 
Evansville 
Indianapolis 
Ft. Wayne 
OWA 
Davenport 
Des Moines 
Des Moines 
Sioux City 
KANSAS 
Topeka 
Wichita 
KENTUCKY 


Lovisville 


LOUISIANA 
Alexandria 
Baton Rouge 
Monroe 

New Orleans 
Shreveport 
MARYLAND 


Baltimore 


MASSACHUSETTS 


Boston 
Boston 


MICHIGAN 
Detroit . 
Detroit 

Grand Rapids 
Kalamazoo 


MINNESOTA 
Duluth 
Minneapolis 
Minneapolis 
Minneopolis 
St. Paul 

St. Poul 

St. Poul 


Jackson 


MISSOURI 
Kansas City 
Konsos City 
St. Lovis 
St. Louis 
Springfield 


*Stanford Paper Company 
..*Virginia Paper Company 


* Jacksonville Paper Company 
*Virginia Paper Company 
*Everglade Paper Company 
*Central Poper Company 
_.*Pensacola Paper Company 
.*Pinellas Paper Company 
..*Capital Paper Company 
*Tampa Paper Company 
*East Coast Paper Co. 


*Sloan Paper Company 
*Macon Paper Company 
*Atlantic Paper Company 


*Carpenter Paper Company 
..*Carpenter Paper Company 


*Berkshire Papers, Incorporated 
*Berminghom & Prosser Co. 
..*Bradner Smith & Company 
.*Carpenter Paper Company 
Dwight Bros. Paper Company 
*Empire Paper Company 
*Moser Paper Company 


*C. P. Lesh Paper Company 
.*C. P. Lesh Paper Company 
*Millcraft Paper Company 


*Peterson Paper Company 
*Bermingham & Prosser Co. 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Wichita Paper Company, Inc. 


*Lovisville Paper & Mfg. Co. 


*Lovisiona Paper Company 
*Lovisiana Paper Company 
*Lovisiana Paper Company 
*The D & W Paper Company 
*Lousiana Paper Company 


*Stonford Paper Company 


*Andrews Paper Company 


*Tileston & Hollingsworth Company 


*Chope Stevens Paper Company 


Union Paper & Twine Compony 
..*Carpenter Paper Compony 
*Berminghom & Prosser Co. 


*Duluth Paper & Specialties Co. 
*Carpenter Paper Company 
*General Paper Corporation 
.*Inter-City Paper Company 
*Carpenter Paper Company 
.*General Paper Corporation 
*Inter-City Paper Company 


*Townsend Paper Company 


*Bermingham & Prosser Co. 
*Corpenter Paper Company 

*Beacon Paper Company 
*Berminghom & Proser Co. 
*Carpenter Paper Company 


MONTANA 
Billings 

Butte 

Greot Falls 
Missoula 


NEBRASKA 
Lincoln 

Omohc ... 
NEW JERSEY. 
Gloucester City 
Hackensack 
Newark 

NEW MEXICO 
Albuquerque 


NEW YORK 


Buffalo 
New York City 


New York City os. 


New York City 
New York City 


New York City Ss edie 


Rochester .. 
Syracuse .. 


VARIETY OF 


\ SUPERASE 


ik ...*Carpenter Paper Company 
--*Ward Thompson Paper Company 
..*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 


a 3 shat scons *Carpenter Paper Company 


...*Rhodes Paper Company 
..*Garfield Card & Paper Co. 
*Lewmar Paper Company 


*Carpenter Paper Company 


*W.H. Smith Paper Corporation 
*Franklin-Cowan Paper Company 
*Bishop Paper Company 
..*Green & Low Paper Co. 
*Hobson Miller Paper Co. 
..*Ris Paper Company 
*Saxon Paper Corporation 
..*Fine Papers, inc. 

* Compenso & Company 


NORTH CAROLINA 


Charlotte 
Charlotte 
Raleigh 


OHIO 

Akron 

Canton 
Cincinnati . 
Cincinnati 
Cleveland 
Columbus 
Columbus 
Dayton 

Toledo 
OKLAHOMA 
Oklahoma ~ 
Tulsa 

Tulse 
OREGON 
Portland 


*Charlotte Paper Company 
..*Virginia Paper Company 
*Raleigh Paper Company 


*Union Paper & Twine Company 
*Herrington Paper Company 
Chatfield Paper Corporation 

*Diem & Wing Paper Company 
...*Union Paper & Twine Company 
: *Scioto Paper Company 
*Sterling Paper Compony 

*Hull Paper Company 

*Paper Merchants Incorporated 


*Carpenter Paper Compony 
*Tayloe Paper Company 
Tulsa Paper Company 


*Carpenter Paper Company 


PENNSYLVANIA 


Bethlehem ..... 
Philadelphia ... 
Philadelphia 
Philadelphia . 
Pittsburgh .. 
York 


RHODE ISLAND 


Providence 


TENNESSEE 
Chattanooga 
Memphis 
Memphis 
Nashville 


TEXAS 
Amarillo 
Austin 
Dallas 

El Paso 
Fort Worth 
Harlingen 
Houston 
Lubbock 
San Antonio 
UTAH 

Salt Lake wie 
Ogden 


VIRGINIA 
Richmond 


WASHINGTON 


Seottle 
Spokane 
Spokane 
Tacoma 
Yokima 


WISCONSIN. 
Green Bay 
Milwaukee 
Milwaukee 
Milwaukee . 
Oshkosh 


CANADA 
Vancouver, B. C. 
Winnipeg, Mon. 


..*Bethlehem Paper Company 
*Quoker City Paper Co. 

: *Rhodes Paper Company 
.....*Whiting-Patterson Co., Inc. 
.*Chatfield & Woods Company 
..*Quaker City Paper Company 


*Providence Paper Company 


*Bond-Sanders Paper Co. 
*Roach Paper Company 

; *Tayloe Paper Company 
“*Bond-Sanders Paper Company 


..*Kerr Paper Company 
..*Carpenter Paper Company 
*Corpenter Paper Company 
..*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


.. *Virginia Paper Company 


s *Corpenter Paper Company 
McGinnis-Independent Paper Co. 
*Spokane Paper & Stationery Co. 
*Standard Paper Company 
..*Carpenter Paper Company 


*Steen-Macek Paper Company 
..*Oshkosh Paper Company 
*Sensenbrenner Paper Co. 
*Wisconsin Paper & Products Co. 
*Oshkosh Paper Company 


*Coast Paper, Limited 
Mid-West Poper, Ltd. 


*These merchants carry a majority of 
Gilbert Quolity Papers 


This is Gilbert Superase Bond, 25% new cotton fibre, white, cockle finish, sub. 20. 





Rison’s search for a label which 
would stick to foil. While the prob- 
lem appears to have been solved 
effectively, I believe there is a sim- 
pler, less expensive way. 

Without using either pressure- 
sensitive materials or “metallic la- 
bels,” it is no great trick to label on 
foil. The answer, of course, is en- 
tirely in the composition of the gum. 
Several years ago Eureka developed 
a gum for ordinary paper label 
stock which adheres well to foil, 
and which can be printed by offset, 
in fine-screen four-color process if 
desired. 

In fact, this gum not only adheres 
to foil, but it won’t let go when 
frozen, which is quite a feat. Alcoa’s 
freezer labels, produced by Eureka 
for enclosure in aluminum-foil roll 
packages, use this special gum on 
common white paper stock. 

A. R. JEFFREY JR. 

Advertising and Sales Promotion 

Director, Eureka Specialty Print- 

ing Co., Scranton, Pa. 


(Readers with sticky problems, 
take note. This may be another an- 
swer for you ... Ed.) 


& 
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WANTED 


The following ietters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Cliché Reference Book 


® Occasionally it is approporiate 
and effective in writing copy and 
headlines to give new twists to old 
cliches or well-known sayings. Usu- 
ally I can’t recall the one best suited 
to the situation and would like to 
know if anyone has compiled these 
things into a reference book. I’ve 
tried a big bookstore without suc- 
cess. Can you help? 
H. M. Minor 
Advertising Manager, Intrusion- 
Prepakt Inc., Cleveland. 


Needs Poster Ideas 


® We will shortly be preparing 
posters, approximately 3x2’ for our 
annual conference, depicting our 
achievements in the areas of re- 
ligious education, philanthropy, and 
public affairs. 

It has been a perennial problem 
as to how best to present graphical- 
ly these accomplishments in a field 
which is often difficult to reduce 
to pictorialization. 

I would be grateful, therefore, in 
getting from your readers some 
ideas for such poster treatment 
based on a limited budget. 

Britt GOTTLIEB 

Publicity Director, American 

Council for Judaism, New York 


(Here’s where a competent designer 


could be helpful . . Ed.) 


Curved Typesetting 


@® Some months ago we saw an an- 
nouncement of a new piece of equip- 
ment which was in the nature of a 
prism that could be set over a 
straight line of type and reflected 
into a curved position to be photo- 
graphed for offset work or for mak- 
ing engravings. 

We have tried to locate such an 
instrument in the local printing sup- 
ply houses without success. Can you 
give us the name and address of 
the manufacturer? 

Brunson MOotTLey 

Richard Manufacturing Co., 5914 

Noble Av., Van Nuys, Cal. 


Special Run 


®@ We are looking for a printer here 
in the middle west who has a two- 
color web offset press capable of 
taking a sheet 30x45” on a 1,000,000 
run. 

If you know of a printer who has 
this specialized type of equipment, 
you might do him a favor by asking 
him to get in touch with us. 

Harotp HArTOGENSIS 

Hartogensis Advertising Co., St. 

Louis 


Treasure Maps 


e I’m interested in purchasing a 
quantity of hidden treasure maps. 
Can you put me onto several sources 
of supply? 
R. F. MacLetsx 
Manager, General Advertising, 
Orlando Sentinel-Star, 633 N. 
Orange Av., Orlando, Fla. 





What's Going 
to Happen 
in 1961? 


the ar 


Nales 


Promotion 
Almanae 


for 1961 


will tell you 


EMF the year’s special 
days, weeks and months 


GF conventions of value 
to advertising and sales 
promotion men 


=~ competitions in the 
editorial, advertising, sales 
promotion and public re- 


lations fields. 


Single copies $1 
quantity prices on request 


Reprint Editor 
: Advertising Requirements 
* 200 E. Illinois St., Chicago 11, Ill. 


: Please send me copies of the AR 
Sales Promotion Almanac for 1961. 


I enclose 


: 
: Name . 


: Company 


Address 





What About 
Shelf 
Extenders ? 


They sell lots of merchandise and 
dealers will use them. But certain 
requirements must be met. 


The one shown below was very 
successful. In fact one of the ad- 
vertiser’s salesmen dropped by 
just to tell us how much the retail- 
ers liked it. 


The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the 
problem by the advertiser and our 
design group. t 


This display has no exposed 
sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 
These features minimize the pos- 
sibility of injuries to shoppers. 
The sign has three way visibility 
and the copy “This Week’s Fea- 
ture”’ enables the retailer to re-use 
the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our 
knowledge of these requirements 
on your next display program. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 


Manufacturers and Designers of Displays from 


Wire in combination with other materials 
since 1945. 
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@ The Operators, by Frank Gibney; 
| Harper & Brothers, New York, 284 


pages, $3.95 .. . This is a pedestrian 
treatment — and not a very honest 
one — of a subject that is important 
and could be exciting. Mr. Gibney, a 


| staff writer of Life, has chosen for 


his subject those people in today’s 
society who live on the fringes of 
honesty. These include the income 
tax avoiders, if not evaders, the ex- 
pense account padders, the stock 
manipulators, the exaggerated ad- 
vertisers. 

They are all of dubious morality, 
and their activities should be of 
concern to advertising and sales 
promotion people, for it is their ex- 
cesses that have been damaging the 
reputation of the industry. 

But Mr. Gibney was not satisfied 
with a straight reporting job. The 
implications he draws, through his 
selection and presentation of facts, 
are that the violations of good taste 
and of ethics are the norm, rather 
than the exception. And to draw 
these, he resorts to verbal tactics 
that are themselves of questionable 
propriety. 

Take, for example, a sentence 
which has been bothering this re- 
viewer: “The average profit of the 
leaders of the drug industry is more 
than twice that of industry in gen- 
eral.” Fundamentally, this sentence 
is meaningless, or rather it has many 
possible meanings. Assuming he 
means “rate of profit,” shouldn’t the 
leaders be ahead of the average? 
Isn’t that a characteristic of a lead- 
er? Is doubling the average some- 
thing special? What is the real pur- 
pose of such a sentence? 

Although Mr. Gibney has been 
able to include 1960 developments, 
he minimizes efforts of the adver- 
tising industry and media to attack 
the evils he describes, and omits en- 
tirely any mention of consumer or- 
ganizations and their role in raising 
standards. 

This could have been a useful and 
exciting book, but, unfortunately, it 
is neither. R.B.K. 


| © The Armchair Theatre, How to 
| write, design, direct, act, enjoy, tele- 


vision plays, Weidenfeld & Nichol- 


| son, 20 New Bond St., London W1, 
England, 115 pages, 21 shillings . 


The armchair theater is a dramatic 


series which has been producing 
plays for British commercial tele- 
vision since July 1956. This volume 
is a compilation of essays, written 
both by participants in the program 
and newspaper critics. 

Never very profound, the book is 
well illustrated, and there are sec- 
tions which contain great illumina- 
tion on what makes television drama 
effective. R.B.K. 


© Trademark Management, A Guide 
for Businessmen; United States 
Trademark Assn., 6 E. 45 St., New 
York, 130 pages, $3 . . . This is the 
third edition of what is considered 
the definitive work in its field. 

It contains the experiences some 
major companies have had when 
they neglected to protect their 
trademarks. Such valuable trade- 
marks as “aspirin,” “cellophane,” 
“escalator,” “milk of magnesia,” 
“mineral oil” and “shredded wheat” 
are now in the public domain in- 
stead of in the hands of their orig- 
inal owners. According to this 
work, these losses can be traced to, 
for the most part, negligence on 
the part of their former owners. 

Covered here are such trademark 
policy steps as selection, registra- 
tion, proper uses, means of protec- 
tion, effective policing and the prob- 
lems of protecting a U.S. trademark 
in a foreign market. E.S. 


© Key Audiovisual Personnel, 1959- 
60, compiled by Annie Rose Daugh- 
erty, U. S. Office of Education; Gov- 
ernment Printing Office, Washing- 
ton, 94 pages, 35¢ . . . This booklet 
lists key audiovisual people in public 
schools and libraries in states and 
large cities, and in large colleges 
and universities. 

It can be a useful guide to those 
having a public relations or educa- 
tional film which can be distributed 
through these channels. While street 
addresses are not given, in many 
cases they are not necessary, or they 
can easily be obtained. R.B.K. 


@ Mike & Screen Press Directory 
and Newsguide, M.A. Durso, editor; 
Radio-Newsreel-Television _Work- 
ing Press Assn. Inc., 527 Lexington 
Av., New York, 210 pages, $10... 
The sixth edition of one of the most 
complete listings of publicity con- 
tacts available. Included are the 
names, addresses and _ telephone 
numbers of newsmen in radio, tele- 
vision, newsreels and newspapers. 
It also lists key people in govern- 
ment, sports, UN, industry and 
institutions. A must tool. E.S. 
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PROGRESS 


New make-up demonstrator of Campco Styrene 


(Advertisement) 


helps Beauty Counselor sales 


Salespeople for Beauty Counselor prod- 
ucts, who call at the homes of their 
customers and prospects, can now let 
them “select and try before they buy.” 
This attractive Palette, which isa part of 
the full-line sales kit, contains samples 
of all 31 shades of Beauty Counselor 
lipstick, rouge, nail polish, eye shadow 
and mascara. Each is plainly identified 
by name and color so the customer can 
easily and quickly determine which 
shade is best suited to her needs. The 
tightly fitting cover, embossed with the 
Beauty Counselor name, protects the 
samples. 


This effective sales tool is produced 
by Paper Package Company of Indian- 
apolis, Indiana for Beauty Counselors, 
Inc., of Detroit, Michigan. The material 
used is Campco S-540 Styrene sheet, 
.030 gage, GM finish. This material was 
selected because of its sparkling, porce- 
lain-like finish, excellent formability, 
uniformity, and resistance to cracking. 
The smooth, brilliant surface insures 
fine silk screening. 


This Palette is pressure-formed. The 
sheet is heated slightly and then formed 
in a single-cavity male and female 
matched die to get a sharp radius. The 
sheet is trimmed at the same time, elim- 
inating a second operation. 


Campco S-540 has proved particularly 
successful in the production of hundreds 


of hot-formed and vacuum-formed 
items. Its surface is such that excellent 
results can be expected from letterpress, 
offset or silk screen printing. Decal trans- 
fers are also easily applied. This sheet is 
available in a full range of colors as well 
as translucent and opaque from .01” to 
-187” thick, stock and custom sheets. 


————— —_____ 


Campco Styrene gives 
long life to these trays 


Photo developing trays are subject to 
considerable abuse due to their daily 
contact with water and various chem- 
icals, as well as rough handling. 


Campco High Impact Styrene has 
proved particularly successful in the 
production of these ““Zephyrlite” trays. 
They are made and sold by Mills Affili- 
ates of Kansas City, Missouri. This 
tough sheet is easily formable, yet has 
a fine smooth, white surface which is 
easy to keep clean. It is highly acid- 
resistant and shatter-proof. In fact, so 


ICV 


2/ODIT 


sheet-tilm-fabrication 


Unique revolving 
“Spots-Lite” stimulates 
entertainment business 


If you walk into a tavern, dance hall or 
roller skating rink and see sparkling 
colored lights playing on walls and ceil- 
ing, chances are they’re coming from a 
Hollywood Spots-Lite. 


This unique device has proved to be 
a great business builder in hundreds of 
places of entertainment. The large globe 
is set with dozens of colored lenses and 
as it slowly revolves, beams of colored 
light move slowly around the room add- 
ing glamour and gaiety to the scene. 


| 
oe 
| | 


The globe itself, which measures 18 
inches in diameter, is vacuum formed by 
Omaha Plastic Company for Hollywood 
Spots-Lite Company of Omaha, Ne- 
braska. It is vacuum-formed in two 
halves from Campco Woodgrain finish 
plastic sheet. This rubber modified 
Styrene sheet has the appearance of fine 
wood and is light in weight. It has all 
the desired characteristics of standard 
Campco sheet including high impact re- 
sistance, dimensional stability and ex- 
cellent formability. It is available in 
cut-to-size and standard sheets from 
-040”" to .187” thick. 


a 


durable are these trays that they are 
sold on a money-back guarantee if 
broken under normal use. 


Received Your Campco Personal File ? this data-packed reference 


file on thermo-plastic sheet and film is yours on request—just send name and address 
on Company letterhead to Campco, 2717E Normandy Ave., Chicago 35, Illinois. 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 
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HANDLE WITH PROFIT! 


Goes new 1960 


HOLIDAY 
LETTERHEADS 


ADD TO YOUR PROFIT! 


Goes Holiday Letterheads gives you . . 
and your customers a c 


new and sparkling holiday designs . . 
plus correlated envelopes. Envelopes de- | 
signed to match and to express the holi- 


day season. 


ADD TO YOUR PROFIT! 


Goes Holiday Letterheads . 
in “Holiday-mode” glamorous colors. 
Many with added gold . .. All are 
“imprint-ready” when delivered to you. 
Available in quantities that will meet 
and match your specific requirements. 


ADD TO YOUR PROFITS! 


Goes Holiday Letterheads are priced to 
bring you maximum discount . . . maxi- 
mum profits . . . to add to your regular 
shop mark up. 


ADD TO YOUR PROFITS! 


Goes Holiday Letterheads are litho- 
graphed by craftsmen .. . in a shop with 
over 80 years of experience. This ex- 
perience is passed on to you in prices 
that reflect the maximum profit available 
to you through the imprint and sale of 
Christmas . . . Holiday Letterheads. 


NOW ... ADD TO YOUR PROFITS... 
NOW! 


Samples are ready . . 


. Mail the coupon 
today. ' 


Goes 


LITHOGRAPHING CO. 


| seminars, jointly sponsored by the 


42 EAST 61st STREET * CHICAGO 21, ILLINOIS 


Yes: We went to show GOES 1960 HOLIDAY LETTERHEADS. 
Please send a FREE sample kit to: 


NAME___ 
COMPANY __ 
Svacet_ 
city__ 


GED -« October 1960 


ice of over 52 


. lithographed 





| chapters, 


WHAT'S NEW 
IN SALES 
PROMOTION 


Welcome to a New News Outlet 


One of the great purposes of 
SPEA is to provide vehicles for an 
exchange of ideas about the meth- 
ods and practices of sales promo- 
tion. The gracious offer of Ad- 
vertising Requirements to provide 
a forum in print for SPEA is a 
significant step in the advance- 
ment of this purpose. 


Here are some other ways the 
Sales Promotion Executives Asso- 
ciation fosters the interchange of 
ideas. We publish two annuals, a 
reference Handbook and a Mem- 
bership Roster. There is a periodic 
SPEA Newsletter which recaps the 
latest news about SPEA members 
and chapter activities. Under the 
direction of our past president, 
Dick Brown, we intend to publish 
periodic reports on government 
developments that will affect sales 
promotion, such as FTC directives 
and policies. And, of course, there 


| Boston Picks Slate 


for 1960-1961 Terms 


Heading the slate of newly-se- 
lected officers for the Boston chap- 
ter is Herbert B. Rust, s.p.m., Stowe- 


| Woodward, Newton Upper Falls, 
| with Dick Hodgson, American Mar- 


keting Services, as vice-president. 
Elbert A. Taitz, Elbert Advertising 


| Agency, is the new secretary, and 
| Al Keene, Keene Advertising, treas- 
| urer. 44 


First Regional Seminar 
_ Scheduled for Chicago 


The first of a series of regional 


national office of SPEA and its local 
is scheduled for October 
28, at the LaSalle Hotel, Chicago. 
The all-day meeting is designed to 
give both top management and sales 
promotion men a better idea of the 


| role of sales promotion in today’s 


are the individual chapter publica- 
tions. 

Our annual convention, to be 
held in Philadelphia on April 25, 
26 and 27, 1961 at the Benjamin 
Franklin Hotel, is an assembly of 
ideas as well as people and gives 
us all a chance to get up-dated on 
new and significant sales promo- 
tion techniques. 

In the Fall, we will launch a 
series of regional, one-day semi- 
nars which will also brief us on 
what’s new. 


Now Advertising Requirements 
gives us a new outlet. It’s up to us 
to take full advantage of it. Please 
contact Bob Konikow with news 
of your chapter activities, achieve- 
ments of your fellow SPEA mem- 
bers and your own, too, and ideas 
for SPEA. AR says this is our 
corner. Let’s keep it exciting. 
Write early and often. 


Joel Harnett 
National President, SPEA 


marketing picture, and will be 
built around practical problems in 
the field. 

Registration has been set at $25 
for SPEA members, $35 for non- 
members, with the $10 difference 
applicable to dues for those who 
join SPEA. This includes morning 
and afternoon sessions, as well as 
the luncheon meeting, for which a 
nationally-known sales promotion 
man will be the speaker. Information 
and details of the program can be 
obtained from William N. Kirshner, 
141 W. Jackson Blvd., Chicago. 

The program is expected to be 
repeated in other sections of the 
country. 44 


Dick Brown Speaks at 
New North Texas Chapter 


Marketing is the dominant factor 
in industry today, the North Texas 
chapter was told at its June meeting 
by Dick Brown, v.p., Pacesetter 





scion on CAST YOUR VOTE FOR H AMMERMILL 


plank platform: 1 this sparkling white sheet reflects ink colors with 


sales-making realism 2 its Neutracel® pulp makes a level, fast- 
running surface 3 its measurably greater bulk feels important in 
a customer's hand. Elect Hammermill Offset for your next job. 
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COLOR OR 
BLACK AND WHITE, 


A VOTE FOR HAMMERMILL OFFSET 
IS A VOTE FOR A SHARPER, 
CLEANER JOB Many printers re-elect 


Hammermill Offset, job after job. You can print half-tones, 
line drawings and type profitably on this bright, level sheet. 


The presidential set of cigar bands on the front of 
this insert was printed in 1907, and is owned by 
Mr. Joseph J. Hruby, Jr., of Cleveland. 


These small masterpieces of turn-of-the-century 
lithography are shown here on luminous Pearl finish, one of 
the eight distinctive Hammermill Offset finishes. 

Pearl recaptures the detail in the lithographer’s portraits 
—and the tiny imperfections, too. This insert was 

printed by Offset on substance 70, Pearl finish on a 42 x 58 
single-color press. Sheet size 40 x 46. Speed 3000 

per hour. Colors printed yellow, blue, red, black. 


HAMMERMILL OFFSET... 
FOR PRINTING AT ITS LEVEL BEST 





Homes, S. Holland, Ill., and chair- 
man of the board, SPEA. Under the 
general title of “Sales Promotion— 
the Key Element in the Marketing 
Mix,” Mr. Brown pointed out, by 
using case histories in the industrial, 
consumer and construction fields, 
how sales promotion is playing a 
vital role in the marketing efforts of 
many companies in many fields. 
The North Texas chapter, meet- 
ing in Dallas, reached a membership 
of 30 within a month of its official 
chartering at the April SPEA con- 
ference, and is looking forward to 
100 by the 1961 Philadelphia ses- 
sion. 44 


New Officers for 
New York Chapter 


Murray Dolmatch, vice president, 
Daniel & Charles, is the new presi- 
dent of the New York chapter, suc- 
ceeding Joel Harnett, recently 
elected national president. 

Serving with Mr. Dolmatch are 
William H. Green, v.p., Kenyon & 
Eckhardt, first v.p.; Mort Elliot, 
pres., Creative Promotions, second 
v.p.; Lenore Enken, s.p.m., Gray 
Lines, secretary; and Cecil Barrie, 
s.p. & adv. dir., Grayson-Robinson 
Stores, treasurer. 

Elected as directors for three-year 
terms are Mr. Harnett, asst. to the 
publisher, Look; Victor Ancona, 
American Machine & Foundry Co.; 
Russell Lutz, U.S. Plywood; Stan- 
ley Greenfield, Popular Photog- 
raphy. For one-year terms, Mort 
Mazor, Four Roses; Arthur Stock- 
mann, Arnold Bakers; Ted Sancha- 
grin, ADVERTISING REQUIREMENTS; 
James Cooper, Fortune; Eleanor 
Lynn, Lane Bryant. 44 


CHAPTER MEETINGS 
THIS MONTH 


Chicago: October 28, all day, La- 
Salle Hotel, First Regional Seminar 

Dallas: October 10, evening 

Los Angeles: October 19, 11:30 a.m. 
Statler-Hilton 

Milwaukee: October 6 
Knickerbocker Hotel 

Minneapolis-St. Paul: October 4, noon 

New York: October 18, noon 
Sheraton East; “Sales Promotion in 
Politics” 

Philadelphia: October 20, noon 
Benjamin Franklin; Albert Saenger, 
pres., Hill House — “Running & 
Promoting a Small Private Busi- 
ness” 

San Francisco: October 20, noon 
St. Francis; Robert S. Humphrey, 
v.p., Display Corp.—”Growth of 
the Point-of-Purchase or Merchan- 
dising Agency” 
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wide range and versatility! 


BAUER BODONI 


for complete specimens, write on your letterhead to: 


BAUER ALPHABETS, INC., 
NEW YORK 17, NEW YORK 


235 EAST 45TH STREET 


* OXFORD 7-1797-8-9 


New idea in Clipboards... 


This all-purpose clipboard/kit is a natural 
sales producing product. it has a sure-grip 
clip and two extra pockets . . . self-cover 
keeps papers clean and protected . .. pockets 
hold extra papers and booklets. Made of vir- 
gin vinyl with electronically-bonded seams. 
Sturdy, attractive . . . comes in wide range 
of colors. Prices include one-color printing. 


Quantity: 250 500 1000 
Unit price: $1.10 a} 5 
Send for free literature. 


AMERICAN THERMOPLASTIC CO. 


425 First Avenue 


Pittsburgh 19, Pa. 





You get 28 pages 
of showcase ideas 
for your sales 
presentations in 
these catalogs! 


Cesco showcases fill the bill for art- 
ists, admen, sales executives—anyone 
who’s involved in sales promotions of 
any kind. 

To help you compile the informa- 
tion needed for estimates and recom- 
mendations, Cesco includes a check 
list to pinpoint your problems and 
their solutions. 

In Cesco Catalogs F and I, you'll 
find ready-made binders, books, and 
catalog covers that are available im- 
mediately. The variations you can 
have designed to your specifications 
are virtually endless . . . can be made 
and delivered in as few as three weeks! 


Today, send this coupon for 
() Catalog F: ‘‘Ring Binders” 


(1) Catalog |: “Catalog and Advertising Cov- 
ers for Better Sales Premotion”’ 


Name 
Company 
Address 


ate od 


Ge. YAWMAN & ERBE 


Cc. E. Sheppard Co. Div. 
44-19 2ist Street © Long Island City 1, New York 
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I SOLVED It 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Technique for Gravure 
Pickup Told by Artist 


In making catalog layouts, we find 
it convenient, time-saving and eco- 
nomical to use type and illustrations 
of pickup material cut out from 
previous catalogs. 

However, if the material is from 
gravure-printed pages, we run into 
a problem. Rubber cement contains 
a gravure ink solvent and the paper 
being thin and porous, bleeds 
through, leaving a_ disagreeable- 
looking stain on the face of the clip- 
pings, marring the value of the lay- 
outs for the presentation purposes. 

Library paste is unsuitable be- 
cause it wrinkles the paper and it 
won't lie flat. 

Our solution has been to first 
spray the back of the clippings with 
fixative, which dries in a few min- 
utes, than apply rubber cement in 
the usual way and the pickups will 
lie flat and clean on the layout. 

Fixative applied to the face of the 
clippings will also prevent them 
from being smudged by stray rubber 
cement. 

Epwarp Sorzky 

Catalog layout artist, Harrison 

Wholesale Co., Chicago 


Paper Clip Used as 
Compass Substitute 


When a compass is not handy, an 
ordinary paper clip makes an excel- 
lent substitute. 

Place a pencil point inside one 
loop of the clip to serve as a center 
post. 

Place another pencil inside either 
of the other two loops and draw the 
circle. The loops hold the point 
steady and give a perfect circle. This 
method is better than using the fa- 
miliar piece of string, as the string is 
likely to stretch or twist and results 
in an uneven circle. 

In addition, you can draw circles 
of various given sizes by bending the 


clip easily to the correct diameter 
measurement. 
G. H. Sampson 
Sales Manager, Winthrop-Atkins, 
Co. Inc., Middleboro, Mass. 


Smaller Prints Are 
Good For Publicity 


You can save money on publicity 
photo prints and have a _ better 
chance of getting them published if 
you scale for a one to one repro- 
duction. 

For a single column head and 
shoulders cut, for example, a stand- 
ard 344x3%%” print is ample in most 
instances; just be certain the face is 
not wider than 11 ems. 

The reason is that increasing 
numbers of newspapers are using 
Scan-o-Graver machines to make 
cuts in their plants but few have 
enlarging or reducing facilities to 
scale prints for reproductions. Too 
large prints, therefore, are imprac- 
tical and unusable, in many in- 
stances. 

G. Harris DANZBERGER 

Hingham, Mass. 


Safety Pin Holds Book 
Open at Desired Page 


An effective gadget for holding a 
book open at any desired page is a 
simple open safety pin. Use a small 
pin, about an inch long, for the first 
25 pages or so. From there on to the 
middle pages, a larger size is best. 
Two inches is a good length. 

Merely clamp the pin over the 
cover of the book at the desired 
page and the book will lie open for 
easy copying or reading, freeing the 
hands for typing, etc. This simple 
device eliminates breaking a book 
in the middle to make it stay open, 
thus protecting and prolonging the 
life of the book. 


Wru1am M. HAty 
Houston 





FAMOUS LAST WORDS No. (13) 


"WE OUGHTA HAVE A MOBILE SHOWROOM * 


A SOY 
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BD 
.-- YOU SURE “OUGHTA” 


There’s a limit to what a salesman can do personally in 
carrying an extensive merchandising program to the trade. 
That’s why more and more companies are putting their 
“sell” On wheels—in the form of traveling showrooms 
which give their salesmen much better control of a 
sales presentation. 

Armstrong Cork Company, for example, recently com- 
missioned GRS&W to design and build interiors for 22 
traveling showrooms. Right now, these mobile display 
units are touring the country bringing Armstrong’s out- 
standing merchandising program directly to the door- 
steps of 20,000 retail dealers. By having all the sales and 


Cc RS &W 


5875 CENTRE AVENUE, 


Sa 


merchandising aids, presentation equipment and actual 
products all in one central location, the salesmen are able 
to deliver the sales message in a much more efficient and 
convincing manner. 
GRS&W has constructed many mobile 
showrooms for clients with vastly dis- 
similar products and objectives. We'll be 
glad to discuss how this important me- 
dium can fit into your sales promotion 
program. 
Send for interesting case history 
stories on “‘Traveling Showrooms.”’ 


exhibits and 
displays 


PITTSBURGH 6, PENNSYLVANIA 
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Everyone reads 


between the lines 


26 » a * October 1960 


Here's a student flipping through a catalog. As he does, 
he unconsciously reads between the lines for evidences of the sincerity of the 
message and the quality of its presentation. He is influenced by the read- 
ability of the text, the printing of the pictures and the appearance of quality 
in the paper. A company that shows respect for readers in its printed messages 
gains respect in return. Respectful printing begins with a good printer. See him 
early. Most likely he'll specify a Warren paper, because he’ll get better 
results — and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AI'D THE PUBLISHING OF BOOKS 
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Hequirecmciuts 


How Public Relations Can 
Increase Sales 


Public relations programs are often long-range, but there are short-range objectives 
as well, and one of them is to back up the sales program, to create inquiries and sales. 


By James B. Strenski 


President, Attitudes Inc. 
Chicago 


The term “public relations” is used 
to describe such a wide variety of 
activities that a definition of the field 
involves a real semantic problem. 

Public relations can range from 
broad, long-term programming to 
build a corporate image all the way 
to the theatrical press agent’s bally- 
hoo. 

Because of this diversity, even 
professionals in the field may some- 
times forget that public relations is 
essentially a marketing technique. 

Recently, the term publicity has 
come into general use to identify the 
phase of public relations specifically 
connected with selling. 

Properly implemented, publicity 
will sell merchandise in a variety of 
ways. A number of basic techniques 
provide the publicity practitioner 
with a flexible skill that can be keyed 
precisely to his clients’ needs. 


Releases Generate Inquiries . . 
The most familiar of all publicity 
sales techniques is the new product 
release. Most of the thousands of 
business magazines published in the 
United States, carry large sections 
—usually in the “back-of-the-book” 
—devoted exclusively to photographs 
and brief editorial descriptions of 
new products. As a rule, the prod- 
uct stories end with a “key address” 
to facilitate reader inquiries. 
Product publicity provides the 
user with a means of obtaining a 
great deal of editorial space at a 
minimum expense. A product release 
is frequently sent to from 100 to 200 


selected media to obtain broad mar- 
ket coverage. As a direct result, the 
client may receive thousands of in- 
quiries. These inquiries are leads for 
follow-up selling, either direct mail 
or personal contact. 


Getting the Customers to Help. . 
The case history feature story is a 
particularly compelling marketing 
tool. It is a full-length magazine 
story, describing how a firm’s cus- 
tomers use that firm’s products to 
save money, increase production, or 
obtain other distinct advantages. 

The case histery makes use of 
multi-level testimonial validation. A 
customer is m@tivated by testimoni- 
alsfrom differnt sources at different 
levels. , 

On one level, the case history fea- 
ture takes advantage of the fact that 
a satisfied customer can be an excel- 
lent salesman. The case history 
brings the customer’s testimonial to 
thousands of prospects through the 
editorial columns of business maga- 
zines. 

On another level, the case history 
carries the implicity stamp of au- 
thenticity that stems from treatment 
as an editorial feature. This treat- 
ment implies that the magazine’s 
editors are in substantial agreement 
with the statements made in the text. 

Properly prepared, case history 
stories may receive several full edi- 
torial pages in a single issue of a 
magazine. This linage cannot be 
evaluated in the same terms as paid 
advertising space. While paid space 
has distinctive marketing advan- 
tages, it cannot convey the impres- 
sion of credibility inherent in the 
case history feature. 


Proof of case history publicity 
selling power is represented in a 
manufacturer of construction equip- 
ment. A single case history article in 
a business magazine brought in an 
inquiry that sold three $15,000 pieces 
of equipment over the telephone. 


Expertise Pays Dividends .. 
Full-length technical features do not 
generate inquiries directly, but they 
play a strong supporting role in 
backing up the entire sales promo- 
tion program. 

Usually, such articles carry the 
byline of engineering or technical 
personnel at the client’s organiza- 
tion, and deal with a technical prob- 
lem of general interest to readers in 
the client’s market. Often there is no 
direct tie-in with the client’s prod- 
ucts. The only client recognition is 
the byline itself. 

A sustained program of such arti- 
cles, appearing regularly in the lead- 
ing technical magazines, helps to 
build up an image of the client’s or- 
ganization as a leader in its field. 
Prospects tend to remember indica- 
tions of technical competence when 
they are selecting a new supplier. 

The prestige feature may also have 
a business orientation. It may de- 
scribe a company’s financial prog- 
ress, or may focus upon the effec- 
tiveness of a management team. A 
story of this type often receives na- 
tion-wide exposure through the col- 
umns of the leading business and 
news magazines. 


Stay In The News. . Of course, 
one of the secrets of effective pub- 
licity is constant exposure. While 
this type of publicity is not directly 
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aimed at product sales, it is helpful 
to bring a firm’s name to the atten- 
tion of the public repeatedly and on 
a broad scale. News releases, which 
may cover subjects ranging from a 
new personnel appointment to a 
plant expansion, keep the public 
thinking about a company’s name 
and its products. 

To be properly sales-oriented, 
publicity must be directed to the 
proper media. Generally, case his- 
tory feature stories and prestige 
feature stories are used by business 
journals. On the other hand, prod- 
uct publicity and news releases will 
be used by the daily newspapers as 
well as business magazines. 

There are a number of opportuni- 
ties for profitable publicity over and 
above editorial material written by 
a firm’s public relations agency or 
internal staff. Proper working rela- 
tionships with the daily press and 
magazines often can give a company 
recognition in media-sponsored fea- 
ture and news articles. 


Thumbnail Examples . . Setting 
up a newsworthy situation is invalu- 
able in promotional publicity. A 
good example is Timex Corp.’s recent 
publicity-engendered sales boom. To 
publicize the company’s claims 
about its watches’ water-proof and 
shock-resistant qualities, a New 
York City publicity man arranged 
to have a Timex watch towed across 
the Atlantic by one of the major 
commercial liners. Resultant public- 
ity in all media was tremendous. 


> Recently, editor Tom Collins of the 
Chicago Daily News Week-End 
Magazine wanted to determine the 
degree of reader reception his pub- 
lication had. 

Week-End tells Chicagoans about 
leisure time activities in the Chicago 
area. In one issue, Mr. Collins rec- 
ommended that readers go for a 
drive on the new northwest toll 
road, and in his story casually men- 
tioned the name of a good restaur- 
ant along the route. 

Mr. Collins himself had no inter- 
est in publicizing the restaurant. 
However, he was interested in learn- 
ing how gratuitous mention in 
Week-End would affect business, 
since an increase would reflect read- 
ership. 

A phone conversation with the 
restaurant’s owner revealed that 
following the publication of the 
story, the eating place had more 
customers than ever before. 


> Perhaps the most spectacular ex- 
ample in recent mercantile history of 
publicity’s impact on sales was the 
hula-hoop craze. Until news photog- 
raphers saw the potential of the 
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hula-hoops, the toys had only local 
circulation in California. 

National publicity gave manufac- 
turers of hula hoops more sales im- 
petus than they had dreamed pos- 
sible, and millions of dollars worth 
of the hoops were sold. 

At times, the publicity approach 
may be oblique. Recently, our agen- 
cy prepared a release offering engi- 
neers, architects, and builders a slide 
chart calculator for determination of 
solar heat gain through windows. 
The calculator had been prepared 
for internal use by our client, a 
manfacturer of sunscreens. 

The publicity offered the calcula- 
tor at a dollar each (a price that was 
more than self-liquidating). As a 
result, hundreds of slide calculators 
were sold. More importantly, each 
slide calculator sale constituted a 
lead for a sunscreen distributor. 


Inexpensive Market Tester . . 
Properly prepared product releases 
can offer an effective, yet inexpen- 
sive means for testing potential mar- 
kets for new products. A good ex- 
ample is the diversification-bound 
company. Research and development 
and design engineering combine to 
produce a brand new product... 
foreign to the company’s marketing 
experience. General market poten- 
tials can be set. But advertising and 
promotional budgets are too costly 
for guessing. 

An intensive publicity campaign 
is mapped. Customized releases 
aimed at all possible markets are 
prepared. Well-illustrated photos, 
keyed to the respective markets, are 
taken. Distributing the stories to 
carefully selected publications fre- 
quently produces the kind of results 
on which the over-all promotional 
program can be based with accuracy. 

In the case of one company, more 
than 500 bonafide inquiries were 
generated by such a program only 
three months after the releases were 
mailed. The entire product promo- 
tional program was built on the re- 
sults of this exploratory publicity 
with outstanding success. 


Publicity Merchandising is Im- 
portant . . Properly merchandised, 
publicity has a multiple impact. 
Once a case history feature story 
has appeared in a magazine and 
reached a broad audience, it can be 
reprinted and used as a direct mail 
piece, personalized with a cover let- 
ter. 

As such, it reaches a concentrated 
audience that has been pre-selected 
on the basis of earlier sales analyses. 
The third party recommendation of 
the client’s products in the reprinted 
article is an excellent pre-selling de- 
vice when used before the salesman 
calls, and an excellent support for 


his claims when he is making a sales 
presentation. : 

Reprints provide effective, inex- 
pensive give-aways at trade shows. 
Their believability and editorial for- 
mat often motivates readership far 
better than the usual sales catalog 
upproach. And they can be used to 
emphasize product applications in 
specific trade fields. 


> In the case of one company, re- 
prints were made the promotional 
presentation basis for an _ entire 
product catalog. The products them- 
selves were complicated, electronic 
devices. Generally they were sold to 
the OEM market. 

Reasoning that most purchasing 
agents and even engineers would 
tind it difficult to see ready applica- 
tions for the product, a concentrated 
feature publicity program was 
launched to show the product in 
case history applications of as di- 
versified a nature as possible. With 
these reprints prefacing the spec- 
ifications of each product in the line, 
the catalog became a much more 
effective sales tool. 

In consumer publicity, publicity 
can become an important point-of- 
purchase merchandising tool. For 
instance, in the case of a local 
builder, design and decor feature 
stories were placed with national 
shelter magazines like Better Homes 
& Gardens, House Beautiful and 
Living. These stories were then re- 
printed, enlarged and made into 
easel presentations, effectively lo- 
cated in all model homes. 

As potential home buyers investi- 
gated the models, they couldn’t help 
but be impressed with the fact that 
the homes and the builder had re- 
ceived national recognition in out- 
standing shelter magazines. 

In some cases, case history feature 
story reprints have actually been 
made into individual sales presenta- 
tions in themselves. Three-ring 
binders were made up for each sales- 
man. These were tab-indexed by 
company product. Case history re- 
prints were inserted into the proper 
sections. Chief advantage: An ex- 
ample of how the company’s prod- 
ucts had solved similar problems for 
nearly every prospect on which the 
salesman would be likely to call. 


> Underlying the over-all objective 
of product publicity — to increase 
sales — is a distinct, psychological 
sales-boosting advantage. It offers a 
constant reminder to the field sales 
force that home office promotional 


support never ceases. Through 
scheduled reprint mailings to all 
salesmen, a company can keep its 
sales force on its toes as well as offer 
fresh ideas for imaginative selling. 
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Syndicated House Organs 


If you can profit from an external publication, but cannot afford to take 
the time and money to issue your own, then you should consider using 
one of the many syndicated publications on the market. 


By Ed Sachs 
AR Associate Editor 


Most organizations with something to sell believe that 
given an equal opportunity, the customer will buy from 
a friend, rather than a stranger. 

This is why so many commercial firms have found 
the house organ a valuable tool. In its external use, the 
house organ is a friendship builder. Yet, preparing, 
printing and distributing a house organ is a job beyond 
the capabilities of many organizations. 

To fill this need of a publication for companies unable 
to prepare their own, the syndicated house organ field 
has evolved. Syndication of the house organ means, 


simply, that an outside firm prints and publishes the 
periodical and you have your name imprinted on the 
cover. In many cases, your advertisements appear on the 
inside covers and quite often, in a middle-of-the-book 
insert. The same house organ, without your name and 
advertisements, but with those of another sponsor, is 
distributed in another area or to a different list than 
yours. 


> The syndicated house organ may be worthy of your 
consideration. Some very successful small companies 
use it. For that matter, under certain conditions, some 
very successful large companies are users of syndicated 
house organs. Before you consider it, of course, it should 
be more closely defined and in this house organ field, 
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business men who have been call- 
ing a spade a spade all their com- 
mercial life may be heard calling 
a spade a club, diamond or heart. 
It isn’t chicanery. It’s one of those 
in-group arguments over terms. 

When we wrote for information to 
J. Wesley Rohn, president, Business 
News Associates Inc., New York, 
about that concern’s syndicated 
newsletter, Mr. Rohn touched on 
this difficulty in his answer: 

“Of course, as you research your 
subject, you will get a better idea of 
how you are going to cover this, but 
I would think house organs might 
be a separate subject. Generally, a 
house organ is an internal publica- 
tion, while the newsletter is for 
customers and prospects, so their 
purposes would be different. But, as 
I am sure you know, they are often 
considered together, particularly 
since house organs sometimes have 
an external circulation.” 

However, there are those who, in 
correspondence and in interview, 
came up with much different defini- 
tions. For various reasons, house 
organ is not a term greeted with 
enthusiasm by some of the people 
who write, sell and publish them. 
They are fond of the story of a 
house organ salesman who was 
turned down by a businessman on 


the grounds that “. . . there are a 
lot of things around here we need a 
lot more than a musical instrument.” 
So you find these terms—industrial 
publications, sponsored publications, 
external publications, company pub- 
lications, industrial magazines, 
friendship builders, and even, the 
coy term one company has adopted 
for its editorial offspring, “maga- 
zets.” All these are used in offering 
to the general business community, 
publications we call “syndicated 
house organs.” 


> And while we are wading through 
the nomenclature of this field, we 
found that most people were in 
agreement with the definitions of- 
fered by Con Gebbie, publisher of 
the Gebbie Press House Magazine 
Directory, in an AR article in our 
June, 1959 issue: 

External house organs go to out- 
siders such as stockholders, custom- 
ers, prospects, dealers, etc. Internal 
house organs go to insiders... em- 
ployes. Combination house organs 
go to both. 

Syndicated house organs are usu- 
ally designed for external use. 
However, because of the nature of 
the editorial material of some pro- 
ducers of the publications .. . in- 
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spirational or educational . . . they 
are often used in combination. 


> With these preliminaries out-of- 
the way, we can consider the syndi- 
cated house organs. 


What Good Are They? . . This 
depends on whether you are buying 
or selling them, of course. Here is 
what one seller, Dexter Press, has 
to say about the syndicated house 
organ: 


@ It will develop new accounts by 
bringing you leads and inquiries 
regularly. 


e It will increase the number of 
orders from present customers be- 
cause they like to be remembered. 


e It will make regular monthly 
“sales” calls on every logical pros- 
pect on your mailing list and at less 
expense than it costs to have a sales- 
man drop in just to say hello. 


@ It will do missionary work for 
your salesman. 


@ It will provide business insurance 
by creating goodwill. 


@ It will reach the executive in each 
organization that does the buying of 
your service because you mail it to 
him personally. 


e It will create confidence in your 
ability to serve. 


e It will decrease selling expense 
and help you get more business at 
less cost per unit of sale. 


Should You Use Them For Ad- 
vertising? . . All agree that syndi- 
cated house organs are a valuable 
advertising tool. But in a field where 
disagreement about procedure is 
common, general opinion is that too 
much advertising, too much sell, de- 
feats soft-spoken, friendly intent of 
the house organ. 

The Andrew/Curran Co., Hous- 
ton, believes that the advertising 
in its syndicated house organs should 
be developed in the same motif and 
spirit of the publications. As John 
Andrews, president, said, “In our 
books, we have tried to steer clear 
of the ‘canned’ syndicated tack-on 
type of imprint.” His company urges 
its customers to be allowed to de- 
sign their house organ advertising 
so that it will not conflict with de- 
sign and tone. Andrew/Curran will, 
however, use advertising by the cus- 
tomer, prepared perhaps for other 
media, if the customer insists. 

James Buhai, president of the Bu- 
hai Publishing Co., Skokie, Ill., pub- 
lishers of the successful syndicated 
house organs, The Restaurant Di- 
gest, Advertiser's Digest, and Sales 
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Review, points out that for many 
users of syndicated house organs, 
the task of preparing the ad is a 
hardship, especially for the very 
small or the very specialized organ- 
ization. His company, therefore, will 
sometimes offer ideas and roughs of 
ads to run in the publications. 


How Do You Know That You 
Won't Be Mailing Out The Same 
Publication Being Used By Your 
Competitors? . . In this area, the 
syndicated house organ publishers 
take elaborate precautions. It works 
this way: 


1. Most house organs are sold on 
an exclusive basis, either geograph- 
ically . . . only one to Cleveland... 
or by business of the sponsor .. . 
only one printing house in Cleve- 
land. As it was expressed by Joseph 
T. Ondrey, William Feather Co., 
Cleveland, publishers of one of the 
best-known of the syndicated house 
organs: 

“We sell to only one company in 
each distinct business field or terri- 
tory.” 

2. Other firms, such as, for ex- 
ample, Executive Review, Chicago, 
take another step to be sure there is 
no duplication. 

Harold Sabes, publisher, says his 
firm handles his customers’ mail- 
ings. By cross-checking lists, he can 
be sure that no duplication occurs. 


How Do We Know If The Syndi- 
cated House Organ Is Doing Any 
Good? . . Most firms in the field 
offer readership survey plans after 
six months of use to give you an ac- 
curate indication of whether your 
mailing list is receiving, reading and 
noting the contents of your publi- 
cation. 


Is It Expensive? . . Each publica- 
tion varies, of course, according to 


number of publications ordered each 
month. 

To mail out 10,000 copies per 
month for a year of Briefed, an ex- 
cellent “business sales-idea digest 
magazine” would cost $34,800, ac- 
cording to Alfred Human, editor of 
the New York-based publication. At 
this cost, or approximately this cost, 
because of variance of print orders, 
he has such customers as some of 
the best-known metropolitan news- 
papers in the country. 

Others can be had for a few cents 
per copy. As in all things, you get 
pretty much what you pay for. If 
you want a magazine that will stack 
up with the publication giants you 
see on the newsstand you will have 
to pay for them. If you want just a 
clever, little mailing, you'll spend 
less money. 

Speaking of its publication, Busi- 
ness Action, an eight-pager, coat- 
pocket size magazine, which sells for 
$36 for the first 100 and $10 for each 
additional hundred, the Andrew/ 
Curran Co. makes this claim: 

“You would pay $800 each month 
for a publication like Business Ac- 
tion, plus weeks of your precious 
time, to produce 100 copies of a 
similar publication.” 


What is the Best Editorial Con- 
tent? . . Here is where each syndi- 
cated publisher rides his own horse. 

For example, Sylvan Susser, Sus- 
ser Letter Service, Woodside, N.Y., 
publisher of several syndicated 
house organs, says: 

“Our editorial copy is general in 
nature, with something of interest 
for just about everybody. We be- 
lieve the house organ, like radio or 
television advertising, should ‘enter- 
tain’ to hold the audience. People 
don’t tune in the ‘Chevvy’ show to 
learn about cars or Chevrolet. They 
want to see Dinah Shore. Same with 
house organ advertising—offer the 
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reader some jokes, cartoons, cheese- 
cake and the commercial stands a 
helluva better chance of getting read. 
Evidently it works. Most of our cus- 
tomers have been with us for six 
or more years, mailing month-in, 
month-out.” 

Orville E. Reed, Howell, Mich., 
publisher of IMPostals, postcard 
mailings that have house organ as- 
pects, says: 

“The main objective of IMPostals 
is to create a buying atmosphere, to 
make prospects want to do business 
with the user. Basically, the tech- 
nique used in IMpostals is the 
same as radio or television—offering 
entertainment which the prospect 
wants to read, and easing the com- 
mercial to him.” 

Still another approach is that of 
the House of Sunshine, Litchfield, 
Ill. This firm takes the same ap- 
proach as many religious denomina- 
tions and such people as Edgar 
Guest. Perhaps it would be best to 
quote from a definition of the com- 
pany’s publishing approach: 

“Sunshine originated as an ex- 
pression of fundamental philosophy 
of goodwill and optimism. Its mes- 
sage soon proved to be contagious, 
since it held forth hope for the hope- 
less, and cheer for the forlorn. 
Clouds in life could be dispersed 
with the simple and straightforward 
optimism of sunshine.” 

Briefed defines its editorial mate- 
rial as follows: 

“The modern business executive 
profits not only from his own per- 
sonal experience but also from the 
experience of others. This sums up 
what we’re doing in Briefed to bring 
you a round-up of the best current 
business thinking to be adopted or 
adapted to your own business. You 
may read very thoroughly all the 
trade papers in your line. But you 
owe it to yourself and your company 
to know what is being done in other 
fields. Each one produces good ideas 

. and some of them applicable to 
your business.” 


Dexter Publications, Chicago, feels 
that politics is everybody’s business 
and its publications frequently com- 
ment strongly on government legis- 
lation, international developments, 
and the growth of power in indus- 
trial unions. The Dexter viewpoint 
is that of the political conservative. 

Wilson Arbogust, the Arbogust 
Co., Chicago, publishes Notebook of 
a Printer, syndicated house organ 
for printers, and in it, he confines 
editorial material to ideas and com- 
ments on printing techniques and 
improvements so that the readers, 
usually buyers and users of print- 
ing, may benefit. 

The William Feather Magazine of 
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Cleveland is written in column or 
diary style. Such is the writing abil- 
ity of the editor that thousands of 
readers look forward to reading his 
personal observations, observations 
that sound at times as though they 
came from a character in a Mar- 
quand novel. 


> And so it goes. 

You can give them dirty jokes. 

You can give them reports on eco- 
nomic trends. 

You can give them shop talk about 
a specific industry. 

You can give them bits of light 
filler that were old when W. C. 
Fields was young. 

You can give them a publication 
that is printed as attractively as it 
is possible to print a publication. 

You can give them a postcard. 

You can be chatty and down-to- 
earth—or formal and aloof. 

The secret of successful editorial 
material in your syndicated house 
organ is the same as it is for any 
publication . . . knowing what in- 
terests your readers and giving them 
that type of material. 


> You may think the House of Sun- 
shine is right out of an Illinois corn- 
field. But if you deal with corny 
people, perhaps this is the best ma- 
terial for your house organ. You 
may like a good, joke about a little 
redhead from Syracuse .. . but if 
you deal with people whose idea of 
behavior is such that they prefer 
not to mention redheads from Syra- 
cuse during business hours, then 
perhaps you need a sober newsletter 
approach. 


Summing up .. To use the house 
organ successfully have a regular 
mailing date. Stick to it. Nothing 
lessens the impact of a publication 
like a hit and miss schedule. 

Be sure your mailing list is cor- 
rect. Whenever possible it should be 
addressed to an individual, not his 
company. 

Be sure that a copy goes to every 
individual you have anything to do 
with in a business transaction at 
each company with which you wish 
to do business. It is best to send 
copies to every executive in ten 
companies than to send it out ad- 
dressed to 100 companies. 

Don’t expect the house organ to 
work miracles. Its returns are slow, 
steady and gradual in effect. Don’t 
expect it to do the job of other 
media. But if you let it do what it is 
intended to do, build a friendly cli- 
mate for your products and services, 
it will do the job. 

The syndicated house organ, syn- 
dicated for the firm that hasn’t the 
money to put out a publication on 


its own, the editorial talents, or the 
time, is a valuable promotional tool 
for American industry and business. 
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Four-Color Ads, Less Than 
Full Page, Process Told 


Demand by advertisers for less 
than full-page, four-color news- 
paper ads can be satisfied according 
to procedures developed by the Lake 
Shore Electrotype Division, 1224 W. 
Van Buren St., Chicago, Donald 
B. Lytle, technical director of the 
organization, has said in speeches to 
mechanical conferences. 

“After extensive research and 
field testing in cooperation with 
many newspapers, we made a long- 
awaited breakthrough,” Mr. Lytle 
said, “and developed an exclusive 
process of patching pre-makeready 
mats for direct casting to meet size 
and quality requirements. 

“While this patching system may 
not be the ultimate answer to the 
problems of handling less than full- 
page, four-color ads, experience has 
shown this to be a foolproof method 
for 90% of the ads reproduced by 
newspapers. When done correctly, 
using pre-makeready materials now 
available, the same excellence of 
reproduction achieved for r.o.p. full- 
page, four-color is possible for less 
than full page.” 

He explained that while direct 
casting of less than full-page three- 
colors presents no problem, to direct 
cast the black of the less than full- 
page four-color ad, the black of the 
ad must be patched with the black 
of the editorial page. The procedure 
described by Mr. Lytle makes it 
possible to patch on edition runs 
and cast in automatic casting boxes. 
Two black mats are furnished con- 
taining a blank section which is cut 
out for fitting in the editorial mat- 
ter, and the bolster section coated 
with.a specially developed adhesive. 
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Plastic Binding Benefits 
Told in Apece Booklet 


American Photocopy Equipment 
Co. is making available a booklet 
describing the advantages of plastic 
binding. 

The booklet, “The Power and Pres- 
tige of Colorful Plastic Binding,” 
features a checklist of typical office 
uses for this equipment. Also de- 
scribed in the eight-page booklet is 
the company’s ComBind, a plastic 
punching and binding machine. 

- + + for more details circle 1012, page 143 





FIVE 
DRAMATIC 
WAYS TO 
PROMOTE 
WITH 
ILLUMINATED 
BLACK BOX 
*TRANSLITES 


Select an attractive, illuminated 
shadow box in polished walnut, 
mahogany, formed hardboard, etc., 
by CARL T. MASON, Inc., 
Addison, Ill., custom-designed to 
add more sales-power to translites 
... and priced to fit any budget. 


o> The illuminated translites 

(transparencies) in full color come in sizes from 

ef, 11” x 14” up to 40” x 60”. And, no other process 

. .. only screenless collotype printing... 

imparts such photographic quality in full color, 

at such low prices. 

Write or phone today for full information and 

design counsel on these “‘Mason-bilt”’ quality floor 

displayers .. . using Black Box full color 

hh Hawt Oe eaipe translites. Mail coupon below! 
IM-PAK DISPLAY 


aoe Sercueasint's te: my *Printed simultaneously on both sides of either paper or 
Sntated ¢ tateltic te cneedd _ plastic for the richness and depth of color so 
Complete with wrap-around full color translite, necessary in back-lighted displays. 
bulb, U.L. approved 6 ft. flasher cord! . . . 
Dimensions: 16” wide x 14” high. 


Only $475 eat 
T(For 250 displays ... even less in larger quantities) 


Screenless Photogelatine Printers DISPLAYS @ POSTERS e TRANSLITES ¢ AD BLOWUPS @ PRESENTATIONS 
BLACK Box COLLOTYPE STUDIOS, inc. Send information on “‘Mason-bilt’’ floor displayers 


4840 W. BELMONT AVENUE, CHICAGO 41, ILL. « AVenue 3-0262 epi I: henna pee terniee: FO 


Send information on illuminated Im-Pak Displays. 
Bellevue, Wash. Des Moines, la. Los Angeles, Calif. Roanoke, Va. 
MAin 4- 0490 CHerry 4-2415 MAdison 4-6486 Diamond 4-3950 Have a representative call. 


in Seattle, Wash. s ’ 3 : Rochester, N. Y. 
Cincinnati, Ohio Caprok, Neer Messen, One GReenfield 3-0360 ree 
GArfield 1-3545 ee one San Francisco, Calif. Title 
Indianapolis, Ind. Minneapolis, Minn. uglas 2- 
Oates. To5,, Liberty 7-1650 FEderal 6-6878 Sheboygan, Wisc. Firm _____— 


GLencourt 2-5982 Address. 
Denver, Colo. Kansas City, Mo. Pittsburgh, Pa. St. Louis, Mo, ta) esi k 


AComa 2-5833 BAltimore 1-1933 WAlnut 1-4443 OLive 2-0202 


Pee crete ___lone State 
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“Take it easy, will ya? I’ve only got 
four hands! 


A production manager 
comes to the rescue of his 
much maligned position, 
and points out his true 
value. 


By Tom Wilcher 
Production Manager 
Robert M. Gamble Jr. Inc. 
Washington 


Gone are the days when the pro- 
duction manager was the little fel- 
low who had the desk in the corner 
in the back room and was called 
on only when a proof had to be 
taken to the client or an account 
executive wanted a “freebee” sta- 
tionery job for his mother-in-law. 
The role that the production man- 
ager plays in today’s businesses... 
be it ad-agency, association or pub- 
lisher . . . is a responsible and de- 
manding position. 

My contention is that if a firm 
hires a PM .. . treat him as such 
. . . give him credit for his talents, 
don’t sell him short. He didn’t get 
to be PM of your organization by 
picking it up from a 25¢ How-to- 
Do-It-booklet at the corner drug 
store. Nor did he fill these rather 
large shoes from running proofs 
from your local daily newspaper. 
He may have commenced his train- 
ing while still in high school, but 
the end result of all his training and 
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Meet _ and Respect — 
the Production Manager 


acquired knowledge of the multi- 
tude of things that he has to con- 
tend with probably came about with 
a college degree in advertising, 
working in art studios, with print- 
ers, ad departments of local depart- 
ment stores and at least one tour of 
duty as Assistant PM. 

By this time the total elapsed 
time is running into five or six years 
and he has a good comprehensive 
background in layout, art, newspa- 
per production, typography, photog- 
raphy, engravings, and the two 
basic forms of printing, lithography 
and letterpress, and usually he has 
had some training as a purchasing 
agent, but he really gets his feet 
wet in this phase of his job after 
becoming a PM. 


> There is not another position in 
the advertising field where one in- 
dividual is required to know so 
much about so many facets of the 
business. A good PM is one of the 
most important members of the ad- 
vertising team, but oft-time he is 
overlooked for the flashy creative 
members when it comes to dealing 
out the congratulatory cards for 
some job well done. 

No one has stopped to think that 
the PM had had his eye on the job 
from the very first day that it en- 
tered the shop and nursed it 
through to the final phase which is 
often the most critical. This is where 
the judgment and knowledge of this 
man is utilized to the fullest. The 
amount of brilliant copy and graphic 


illustration put into a job is only 
as good as the final reproduction. 

I would like to point out a few 
hypothetical situations that could 
arise and how they could have been 
avoided with pre-planning and con- 
sultation with the PM. These simple 
steps could be applied to most any 
advertising business. 


© Let’s first take the account execu- 
tive. One of the most agonizing 
things to a PM is the AE who goes 
to a client meeting in which they 
are discussing forthcoming plans 
for a new promotion involving 
newspaper and direct mail. The AE 
will often discuss phases of produc- 
tion from the top of his head and 
the client takes this as solid know- 
how on the part of the AE. 

A case in point. The client likes a 
flyer that a competitor has just re- 
cently sent out on a new product. 
The size of this piece was 834x114”. 
The AE readily agreed with the 
client that this was a good size, al- 
though he had no basis for saying 
this. 

The press run was to be 250M, 
two colors on 60# offset, the ac- 
count man had a particular lithog- 
rapher in mind for the job and this 
firm had been doing most of this 
client’s work for many years and 
his plant was equipped with mostly 
23x35 equipment. When the job 
came into the shop, the PM imme- 
diately saw the approaching prob- 
lem and confronted the AE with it. 
834x11%4” is an odd-ball size for a 





You’ll want your copy of this new idea portfolio of beautiful printed pieces on Eagle-A Quality Text and Cover Weight. 
This colorful portfolio of “Thought Starters” is the first of a new Eagle-A series designed especially for you — and it’s 
yours with our compliments. You’ll find it a source of ideas for layout design, for die-cuts and folds, for new color combina- 
tions and new ways to use Eagle-A Quality Text. This famous, economical paper comes in Brite White, Arctic White and 
six striking colors in both wove and laid finishes — and in Brite White,*wove and laid, and matching colors, laid, in Cover 
Weight. You’ll find Eagle-A Quality Text and Cover Weight ideal for 

brochures, catalogs and many advertising pieces, printed by offset 


or letterpress. Envelopes to match are available from Kent Paper Co., EAGLE -A PAPERS 
New York. For your “Thought Starters” portfolio, write Dept. A, : 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., MAKERS OF EAGLE-A COUPON BOND AND OTHER FINE EAGLE-A PAPERS 
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scissors 


TINY in size.. ne \ 
iol. bum sae 


TCM cae ice 


Ui Tett= 
perfectly 


scaled-down 


Claw-hammer 
(not shown) 


RU Tey Sp, ni 


Haag 


Authentic metal, exact im every 

detail ; fascinating to use. . these 

miniatures are "‘cast-assembled”’ in 

one operation yy GRC’s exclusive 

patented “INTERCAST’’ process. Natural bright 
finish or brass plated. GRC also die casts and molds 
special small parts to order; ask for 

special bulletins. 

GRC metal miniatures. &. 
GRIES REPRODUCER CORP. 

W orld’s Foremost Producer of Small Die Castines 


Write, wire, phone TODAY, 
for samples and prices of 
3 Second St., New Rochelle, N.Y. NEw Rochelle 3-8600 





climb Everest... 


... Just write to us when you 
need those promotion stimula- 
tors that have been designed to 
help keep a campaign moving 
onward and upward...and at 
every sales level. 

This new catalog illustrating 
thousands of awards and trophies 
is probably the largest in-stock 
selection of sales incentives and 
promotion stimulators anywhere. 

And yes, same day shipment 
of all trophies selected is 
standard... you see, we are the 
manufacturers! 


SEND FOR YOUR FREE CATALOG, NOW! 


EMBLEM & BADGE 


7. an a.) 5 ’ 7 R 
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23x35 sheet. On the press this would 


| only give you six out as opposed to 
| eight out if the job had been re- 
| duced in size to 84x11”. The AE 


Q ; — 
pliers 


was embarrassed, but he didn’t want 
to change the size because this is 
what he had promised the client. 
Consequently, the job required 40M 
sheets of paper where the smaller 
size would have only needed 31M, 
a saving of $195 in paper alone. 
If, while at the client meeting, the 
AE had said, “I'll have to check 
these things with our PM”, substan- 
tial savings would have been real- 
ized. AE’s would be wise to call the 
PM into a small conference and dis- 
cuss jobs with him before they ac- 
tually start through the mill, let 
him know the details such as: quan- 


| tity, budget, special art treatment; 


does client have any special pref- 
erence?; does he see final art or 
proof of job? 

With this knowledge at the in- 
ception of the job, the PM can lay 
plans for a smooth, orderly con- 
trolled job which might otherwise 
become a nightmare because of 
lack of information and instructions. 


e Another dangerous area is the AE 
who pulls prices from his hat right 
on the spot. Not even a seasoned 
PM can do this without first gather- 
ing some concrete facts. 

Usually when this happens, the 
PM ends up beating his suppliers 
over the head to cut the bills which 
are way out of line, according to the 
AE. After all, he told the client it 
would cost much less than this. A 
simple “I don’t know, but will call 
you with an estimate” would have 
averted another crisis when billing 
time rolled around. 


@ Another place where an AE can 
help his client actually stretch those 
dollars is before a job is started. 
Check with the PM to find out what 


| is on hand that might help cut cost. 


Perhaps he can utilize old engrav- 
ings, type, negatives and illustra- 
tions that can be reversed in posi- 
tion or cropped to give this a new 


| look. There is nothing a client likes 
| better than to be helped in the dol- 


lar department. Memo to AE’s: Give 
those ulcers a break; place some 
confidence in your PM and give 


| him the respect and credit due him 


and he'll make your job much 


easier. 


> In some businesses, the art director 
actually exercises control over the 
production manager and seem to 


| have that feeling of the PM being a 


“poorer brother.” But show me an 


| operation where these two are on 
| equal levels and I'll show you an 


unbeatable team that makes money 


for the boss and saves money for 
the client. 

The art director can always ruin 
a perfectly good day for the produc- 
tion man when he hands him a fin- 
ished piece of art and says “I un- 
derstand this job has to be billed 
out at“around $500 so you’d better 
watch your expenses.” 

You guessed it . .. 15M copies, 
three colors, die cut. The layout 
was shown to the client on Snow- 
flake Parchment and naturally this 
is what he wants. Artists are not 
usually inclined to be budget 
minded, but creative they are and 
it sometimes costs a fortune to get 
some of this left field award win- 
ning art produced. If the AD and 
PM both are aware of the art 
budget that various clients have, 
they can coordinate and figure out 
what is most profitable to keep in 
the shop, what to farm out and to 
whom for the particular piece of 
artwork needed. This makes for 
tighter control on the job, time-wise 
and expense-wise. 

The AD should consult with the 
PM as to just how the finished art 
should be done for best reproduc- 
tion qualities. The smart PM lets an 
art studio know just how the job 
should be done: how many strip-ins; 
reverse prints of type pasted down 
in place; knock outs for the half- 
tones and as many illustrations done 
same size as possible. 

Usually extra charges from the 
printer will run higher than the 
hourly art studio price. This not 
only helps to stay within the budget, 
but also makes the art department 
look pretty good when the cost ac- 
counting sheets are passed out. 


> The media director can get best 
results from the PM when he lets 
him know in plenty of time how 
many different publications will get 
the ad that is now being produced 
in the shop, the mechanical require- 
ments and deadlines and any in- 


How's it going? 





ILLUSTRATOR: Robert Addison, a sound traditional draughtsman known for magazine cover 


designs and industrial illustrations, is associ 
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space and time 


When you advertise in America's national magazines you buy space... but you 
get time. You get precisely the amount of reader's time that your advertisement 
can command ...asecond, many seconds, a minute, many minutes... depending 
on the interest of what you say and how you Say it. You buy the privilege of 
stopping and holding the attention of the reader ... by every device of art and 
language .. . for as long as you can. Fast readers may catch your message and 
decide to act on it with the speed of a turning page. Slow readers will ponder, 
digest, reread before they reach a firm decision to look or buy. Your advertisement 
in a national magazine adapts itself to the reader's pace like a good salesman 

who times his pitch to the prospect's reaction time. 


COLLINS, MILLER 


ated with Stevens-Gross Studios, Chicago. 


After making fine photoengravings tor more 
than a quarter century... for national adver- 
tisers and agencies from coast to coast... we 
have good reason to believe that there is no 
substitute for salesmanship in print. We have 
used magazine advertising to promote our 
own business and we use it here, in cooper- 
ation with well-known magazine artists and 
photographers, to contribute a few words of 


appreciation to America's national magazines. 


& HUTCHINGS, Inc. 


America’s finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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a distinctive new concept in TV cabinet styling 


aie ante SERIES | 


by MOTOROLA Bie 





=  MAGNIFICENTLY FASHIONED FOR STYLE... 
| PRECISION DESIGNED FOR BRILLIANT PERFORMANCE 


AND RELIABILITY 
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HOW TO PRODUCE A 
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To show off the full beauty of Motorola’s new television cabinet styles, each nuance of line and 
color must be pictured with complete fidelity. 


That’s why the lithographer of Motorola’s full-color sales literature specified West Virginia’s 
Sterling Offset Enamel. Sterling Offset Enamel has a remarkable gloss and bright whiteness that 
assures sharp detail and true color reproduction. It also offers outstanding runability and sta- 
bility. That’s because moisture control is rigidly maintained throughout manufacture and 
delivery so that your paper arrives with the constant humidity required for close register and 
uniform performance. 


The West Virginia family of fine papers gives you unusual quality and economy for your printing 
jobs. Add to this the benefits of West Virginia’s direct sales policy and service, plus the finest 
technical assistance available. For full details write to West Virginia Pulp and Paper Company, 
230 Park Avenue, New York 17, N. Y., or get in touch with one of the offices listed below. 


The Motorola sales literature and catalog inserts were lithographed on 70# Sterling Offset Enamel by The Lawton Co., 
Chicago. The material was run on a 42 x 58 four-unit Miehle offset press. 


Fine Papers Division 

Commercial Printing Paper Sales West Vi r in ia 
Chicago 1/FR 2-7620 New York 17/MU 6-8400 di 

Cincinnati 12/RE 1-6350 Philadelphia 7/LO 8-3680 


Detroit 35/DI 1-5522 _ Pittsburgh 19/CO 1-6660 Pulp and Paper 


San Francisco 5/GA 1-5104 


This insert is lithographed on Sterling Offset Enamel, 25 x 38—80. 





FREE 
SAMPLE 
KIT shows the amazing 


power of Faultless 
Advertising Balloons 


Detailed literature and prices . . . 
profitable ideas on store promotions 
.. . displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 


Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


in 


Advertising 
Requirements 
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formation, such as a special section, 
insert or inside covers. 

This gives the PM ample time to 
work out the various art sizes he 
may need and schedule the engrav- 
ings. It also gives him time to work 
more closely with the engraver and 
to get a better quality plate job. 
When you're pushed for time, more 
than likely you'll have to take the 
first plate that comes off the proof- 
ing press. This can be highly det- 
rimental to the reproduction qual- 
ities that the agency and client are 
seeking. 


> The creative director is the one 
person who should rely strongly on 
the PM, probably more so than any 
other department head. The PM has 
a certain “creative” responsibility 
too—the ad received from the writer 
on yellow paper is a long way from 
the finished product. The PM can 
make it or break it. He may re- 
ceive some elegantly-phrased copy 
about fine china or silverware but 
if the wrong typeface or the wrong 
art technique is chosen by the PM, 
the ad can fall flat on its face. 

A good example is the compari- 
son of fine ladies’ specialty shop 
ad with an ad for a hardware store. 
The creative director would cer- 
tainly find himself in a dilemma if 
he had to go about securing the 
necessary materials and information 
that surrounds a major campaign, 
without the assistance of the PM. 
From the selection of typefaces to 
be used, art treatment to fit this 
particular campaign, estimates, inks, 
papers, photographs and the selec- 


Folder Tells Uses 
Of Coating Products 


Coating Products, Englewood, N.J., 
an organization specializing in the 
conversion of transparent plastic 
materials and other films into un- 
usual and colorful finishes, has is- 
sued a folder explaining its work 
and containing samples of converted 
plastic materials. 

The folder contains samples of 
printed cellulose acetate or poly- 
styrene, transparent tinted cellulose 
acetate, opaque coated cellulose 
acetate, and other materials. 

Copies of the folder, “What You 
Should Know About Coating Prod- 
ucts,” are available. 

- for more details circle 1013, page 143 


Spectratone Artwork 
Featured in Folder 


A folder showing samples of art- 
work from Spectratone 4 Color 


tion of the many suppliers who ac- 
tually get out the finished product. 

The answers that a PM comes 
up with often influence the ap- 
proach to the copy. So the PM 
should be a part of the “creative” 
group along with the artist and 
copywriter. He should be consulted 
by the creative director at the very 
beginning of any new campaign. 
Without his know-how, you may 
find that many campaigns wouldn’t 
get very far beyond the planning 
stages. 


> Today the function of the produc- 
tion manager is more important 
than ever, due to the great advance- 
ments made in the field of graphic 
arts. No PM can sit by idly and ex- 
pect to keep up with the latest im- 
provements in production of adver- 
tising materials and remain a PM 
long. He is ever on the alert for 
better methods of doing things, get- 
ting more for the dollar and some- 
times exploring and accomplishing 
what seemed to be the impossible. 
It is up to the PM to keep the other 
members of the organization in- 
formed on the changes that come 
about in the graphic arts. Often this 
can mean a new approach to a 
project with a great difference in 
cost. 

Even with the terrific responsi- 
bility the PM has, he is sometimes 
treated as a second rate member of 
the team. Try treating him and his 
position with the importance that 
both deserve. Put him on the com- 
pany team and you'll be in for a 
pleasant surprise. 44 


Process Plates has been issued by 
California Art and Engraving Co. 
In addition to the letterpress sam- 
ples, the folder gives price informa- 
tion and procedures for users to fol- 
low. Price schedules are quoted on 

a square-inch basis. 
- « for more details circle 1014, page 143 


All in the Cards . . A chronic complaint 
about business cards is that the receivers 
seldom know what to do with them. 
This system, by Recordplate Co., Pasa- 
dena, Cal., files them alphabetically. 
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that float... 
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<< Custom-made or ready-made pattern 
designs — whichever you want. They float in 
a sheer translucency that gives a three 
dimensional iilusion to advertising inserts, 
high grade presentations and direct mail 
pieces. Parchkin Motif Art Parchment costs 
a little more than paper—but a lot less than 
complex ‘step and repeat’’ plate designs — 
and it’s more interesting! 


Besides design, Parchkin Motif possesses 
the superb feel and surface of parchment for 
printing elegance. It comes in white or 
pastels, in varying weights. 


Let it speak for itself. Send for Paterson's 
free sample and information package. 


ANNIVER, “Something Special in Papers” 


~ Te PATERSON PARCHMENT PAPER COMPANY 


we Bristol, Pennsylvania 


‘9, 
r 
” Parcas 10" 


Sales Offices: New York, Chicago 
West Coast Plant: Sunnyvale, California 
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SINCE 1916, HERE IS A TESTED 
HOUSE ORGAN SERVICE. For forty- 
four years, this pocket-size house organ, 
written by William Feather, has been read 
by thousands of business men in every part 
of the nation. The majority of our customers 
have been with us fifteen to forty-four 
years. This customer magazine is being 
used profitably by manufacturers, dealers 
and wholesalers. Circulations range from 
300 copies to 40,000. 


BACK, INSIDE BACK, INSIDE FRONT FOR 
YOUR ADVERTISING — PLUS YOUR OWN COVER 


24 PAGES OF 
FEATHER EDITORIALS 


FOUR PAGE INSERT 
FOR YOUR ADVERTISING 


Complete detaiis, samples and cost 
information will be sent upon request. 


WILLIAM 
FEATHER 


COMPANY 
9900 Clinton Road Cleveland 9, Ohio 





TESTED 


Vewa-cto 


RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif 
1W. Erie St., Chicago 10 


Ith St.. New York 1. New York 


lilinois 
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Mead Releases Sample 
Book of Safety Papers 


A new safety paper sample book 
featuring Mead Papers’ “Duo-Safe” 
has been released by the company. 

The line offers two-side protec- 
tion against tampering. Ink eradica- 
tor causes the word “cancel” to ap- 
pear. Protection against erasures 
comes from sharp designs in the 
paper which show alterations. 

Three patterns and six colors are 
available in the line. Copies of the 
sample book, which also suggest 
unusual uses for safety paper, are 
available. 

+ « « for more details circle 1015, page 143 


Quality In-Plant Printing 
Possible With New Printer 


A new product of the Algene 
Marking Equipment Co., 232 Pali- 
sade Av., Garfield, N.J., makes pos- 
sible quality in-plant printing of 
corrugated cartons on the produc- 
tion line, according to literature 
issued by the New Jersey firm. 

The Algene 4-Way Printer im- 
prints product and/or code copy 
from 1x1” to 10x20” on all four 
surfaces of set-up cartons, in one 
pass, at belt speeds of approximately 
35 cartons per minute, and has the 
additional feature that the conveyor 
unit of the press is the proper 
height to tie in directly with exist- 
ing equipment, Algene says. 

The printer contains a full day’s 
run of ink, sufficient for up to 


VLAN ABLE 


Prize Winning Externals 


10,000 cartons. Inking is by capillary 
action, and new-formula liquid inks 
have been developed in all colors. 

44 


ByChrome Co. Issues 
A Color Control Book 


A color control book by which 
artists and printers can accurately 
predict the “special colors” avail- 
able with standard second color 
inks through the use of color tints 


has been published by the By- 
Chrome Co., Columbus 16, Ohio. 
The book features 32 standard 
second colors plus black, 27 stand- 
ard color-plus-color combinations, 
color combinations shown on enam- 
el and offset stock and technical 


- « » These two company publications were among the first 


place winners at the St. Louis meeting of the Intl. Council of Industrial Editors. Awards 
were made to John E. Davis, Shell Oil Co., New York, for sales promotion publication, 
and to Leonard A, Paris, Monsanto Chemical Co., St. Louis, for general purpose. 





Turn the key... wind up tight. .. then point his feet 
in the right direction. 

Well, maybe it worked in the old days; but, if you 
use your electrotyper that way now, you’re just not 
taking advantage of the many new directions that have 
opened up in the field of duplicate printing materials. 

Your local Rapid representative, for example, offers 
a full line of these materials—can advise you on the 
special advantages of each. For newspapers, should it 


For magazines, will Thermo-setting plastic plates do 
as good a job for you as electros? For four-color dupli- 
cates, how much time and money could you save by 
going to New Rapid Atlantictypes in etchable solid 
copper? 

Rapid offers them all, through local divisions in all 
major advertising centers. This means that your Rapid 
man has no axe to grind—can advise you impartially 
on the best direction for you. 


Call him in. But don’t aim him. . . use him! 


ELECTROTYPE CO. 


NEW YORK 22. N. Y. 
= RAPID-AMERICAN CORP. 


be mats, plastic plates? . . . who uses stereos? 


THE RAPID | 


711 FIFTH AVENUE % 
gm 
DIVISION OF THE i 


enle Eioctretupe Co. P ri Northern Electrotype Co. 
449 Statler Building 41 ee Ave. 
Boston 16, Mass. Detroit 2, Michigan 
HAncock 6-9665 TRinity 5-6780 


Atlantic Reswetine : 
tereotype Co. Repl / Rapid 
228 East 42th St. 243 North Juniper St. Front St. 


Kapid Electrotype Co. 


Rapid Electrotype Co. 
121 West Wacker Dr. 


] McMicken at Race Ave. 3 . 
Chicago, Ill. Cincinnati 14, Ohio New York 17, N. Y. Philadelphia 7, Penn. an Francisco 17, Calif. 
DEarborn 2-2016 PArkway 1-3577 MUrray Hill 7-0900 LOcust 3-5902 DOuglas 2-8427 


MANUFACTURING THE FINEST QUALITY DUPLICATE PRINTING MATERIAL—NEWSPAPER MATS, PROOF MATS, R.0.P. COLOR MATS, THERMO- 
PLASTIC AND THERMO-SETTING PLASTIC PLATES, ELECTROTYPES, STEREOTYPES, BISTA PLATES, FOUR-COLOR RAPID ATLANTICTYPES. 


d Electrotype Co. Electrotype Co. 
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data on production. 

Twelve graduated tones plus a 
solid of each color is shown, result- 
ing in color patches of all variations 
of each pair of colors. Holes in each 
sheet permit direct comparison of 
any color swatch in the book to any 
other color for matching. 

The book is available at $6 
through ByChrome dealers in prin- 
cipal cities. 44 


Bostitch Introduces 
Flexographic Printer 


A flexographic printer, which 
prints knocked-down corrugated 
containers after the manufacturer’s 
joint has been secured, is being mar- 
keted by the Container Machinery 
Division, Bostitch Inc., 2018 Briggs 
Dr.; East Greenwich, R.1. 

The new model, the “KDF,” is 
only about one-half as wide as a 
printer-slotter. According to Bos- 
titch, because of the quick-drying 
flexographic ink action, printed 
boxes can be handled as soon as 
they come off the machine and can 
go directly to the shipping dock if 
desired, eliminating the space or- 
dinarily required for containers that 


are drying and thus enabling the 
user to ship his production much 
more quickly. The machine can be 
fed directly from any type of con- 
tainer finishing equipment and can 
be supplied with a counter-ejector 
which counts and stacks the boxes 
as they come off the machine, auto- 
matically moving the completed 
pile ahead and starting a new one. 
Other features of the machine in- 
clude an automatic hopper feed, 
variable speed drive and register 
adjustment. The ink rolls, which 
idle when not in operation and keep 
the ink from drying, are precision 
engraved and chromium-plated to 
resist corrosion, Bostitch said. Ink 
distribution is precisely controlled. 
44 


Kit Shows Uses of Color 
In Direct Mail Projects 


To promote the use of its color 
process, Curteichcolor 3-D, Curt 
Teich & Co. has released a four- 
color direct mail folder showing the 
buyer what the Teich firm can do in 
various color promotions. 

Included in the kit are examples 
of advertising post cards, which the 








QUALITY 


FOUR COLOR PROCESS, 
HALFTONE, LINE PLATES 


ELECTROTYPES 


Call STate 2-3939 
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Hour a day service 


a 


NORTHWESTERN PHOTO ENGRAVING CO. 
cys: 3 1), 


CHICAGO 6, ILLINOIS 





company has produced since 1898; 
business cards; jumbo cards; busi- 
ness reply cards; wall cards; stream- 
ers; circulars; advertising folders; 
selfmailers; calendar cards and 
other advertising materials. 

The inside of the folder gives 
current postal rate information, a 
collection of proofreader’s marks, 
and instructions on preparing copy 
for Curteichcolor 3-D. 

Copies of the folder are available. 

+ + « for more details circle 1016, page 143 


Allied Introduces 
New Britehue Tints 


Allied Paper Corp. has announced 
that it is adding six colors to its 
Britehue line. 

They will be known as sky blue, 
mint, ochre, forsythia, beige and 
coral, and will be available in 50 
and 60 lb. weights. 

Allied recommends them for 
menus, handbills, flyers, streamers, 
parts and prices lists, catalogs, enve- 
lope stuffers, broadsides or “any 
advertising or sales literature where 
colored paper will add that extra 
dimension of appeal your customers 
are seeking.” 44 


Newspaper Printing 
Report Is Issued 


To help improve further the qual- 
ity of black-and-white reproduction 
in newspaper advertising, sugges- 
tions for preparing artwork, en- 
gravings and duplicate printing ma- 
terial have been released in report 
form by the American Newspaper 
Publishers Assn.-American Assn. of 
Advertising Agencies Joint Com- 
mittee on Newspaper Printing. 

A limited number of copies of the 
report are available upon request 
from the ANPA Research Institute, 
750 Third Av., New York 17, or the 
American Assn. of Advertising 
Agencies, 420 Lexington Av., New 
York 17. 





Horace, the harassed production man 


“WHILE YOU'RE NOT BUSY, HORACE, COULD 
YOU KNOCK OUT THIS LITTLE GRATIS 


hr JOB FOR MY MOTHER’S FAVORITE CHARITY ? 
MAKE IT REAL ATTRACTIVE... 
\ on FINCH OFFSET!” 


FINCH OFFSET won't keep the boss out of 
your hair, but these high quality sheets will give 
you beautifully printed direct mail pieces—and at 
a lower cost! Call or write 
us for samples to-day or 
call your paper merchant. 
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HAMBURGERS Id 


appeal... custom-fit the 
location...save cost... 


Day and night, Hanover signs sell for you... 
pleasingly. Dominate with size, with light and 
color. Carry your approved custom design high- 
relief embossed in vacuum formed acrylic plas- 
tic. Colors are inside-applied, and bonded to 
stay brilliant. Yet, colors or copy can differ on 
each sign . . . dimensions can vary to fit each 
location. Hanover’s unique and exclusive pro- 
duction methods avoid special-mold costs and 
permit production-line economy. Hanover ships 
your signs complete with ballasts, lamps, and 
mounting fixtures . . . ready to hang. UL ap- 
proved and union labeled. Write or call L. W. 
Hanover, Hanover Neon Electric Corp., 1825 
Joyce Ave., Columbus 19, Ohio. 
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Close-up of typical Hanover vacuum formed 
acrylic plastic sign face, showing high relief 
embossed lettering on a fluted background. 
Background may be fluted as shown, dia- 
mond pattern, or smooth (or otherwise em- 
bossed to special order). 





THE WAY OF TBE ABT 


Hard 


Fine art is usually considered 
an end in itself, but Southwest- 
ern Bell made good use of paint- 
ing in selling phone service in its 
windows, without stepping over 
the bounds of good taste. 


By Mildred Weiler 


By coordinating the intangibles of 
fine art with the intangibles of serv- 
ice, Southwestern Bell Telephone 
Co., St. Louis, built nine successful 
display windows that sold both the 
company’s services and the art. 

With a budget of much less than 
$1,000 for the nine street level win- 
dows, Ralph Mueth, public relations 
supervisor with the company, had a 
problem. Located in the downtown 
area, the windows competed for in- 
terest and attention with the big 
budget department store windows. 
His windows, therefore, would have 
to be different and more subtle and 
achieve this objective with very few 
dollars. 


> One day while lunching with Dave 
Hares, an artist whose work has 
been shown at the Metropolitan 
Museum of Art, New York City, the 
City Art Museum of St. Louis, and 
others, Mr. Mueth jokingly sug- 
gested: “Why don’t you let us use 
some of your paintings in our win- 
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a ape, 
, a 


a? 
PROGRAM 


Reflector. 
ized. 
*A product 


Yous ERS 


Does your Company have a well-rounded 
ad program? Thousands of dollars are 
being spent in TV, Radio, Newspapers, 
Magazines, but Dealer Identification is 
neglected! Tell customers where YOUR 
publicized products may be purchased! 


LET US DEVELOP A SIGN 
PROGRAM FOR YOUR COMPANY 


WRITE TODAY! 
see CHECK WHICH! 
CATALOG 


HAVE GRACE SIGN & MFG. CO. 
REP.CALL 3601 S$. SECOND ST. 
ST. LOUIS 18, MO. 


NAME 
TITLE 
FIRM 
ADDRESS 


ry 
GRACE 


SIGN & MFG. CO. 
3601 S. SECOND STREET 
$T. LOUIS 18.:.M0. | 


QUANTITY 
Mfrs. of 
Boked Enomel 
Metal Signs 
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Smaller Windows . 


. « Even the smaller windows made a satisfactory and pleasing 


display. Note the varying flooPeqyitrings and the way in which the theme of the 
paintings were used to point up special features of telephone service. 


dows? -Iy know that will inspire in- 
terest and attention.” 

To his surprise, quick-thinking 
Dave Hares said, “O.K. let me know 
when you want them and I'll send 
some over to you.” Dave Hares is 
also vice president of Ad-Craft Inc., 
St. Louis display builders, and he 
appreciated Mr. Mueth’s problem. 

After the idea had been discussed 
and approved, Mr. Mueth asked for 
the paintings. The 14 water colors 
Mr. Haggs supplied were fine art, 
not commercial art: A few were 
painted @Becifically for the win- 
dows; most of them, including still 
life, industrial scenes, and modern 
surrealism, had already been painted 
and part of the prvist's collection. 


> Because each of the nine display 
windows had to sell a specific tele- 
phone service, the paintings could 
not be hung simply as an art exhibit 
to attract attention. The art and the 
services had to mesh and sell the 
services. 

To do this an over-all theme, 
“The Way of the Artist,” was chosen 
for all the windows. It was then the 
job of copywriter Charles McIntosh 
to write copy to fit the art, the re- 
verse of usual procedure. 

The intangibles, or qualities in- 
herent in the paintings such as: 


Light 

Motion 

Design 

Intensity or volume 
Perspective 

Color 


were pinpointed in the copy to sell 
such telephone services as: 


® Night lighting 


Volume control 

Speaker phone 

Answering and recording sets 
Wall phones 

Long distance 

Color in telephones 


> In the window created to sell wall 
telephones for instance, the copy 
panel read: “The Way of the Artist 
... Design . . . the beginning of a 
work of art—or a color wall tele- 
phone for kitchen. Functional, yet 
appealing, it brings gracious living 
into your home.” 

In a window designed to sell a 
volume control telephone, the copy 
tied in with the intensity of sound 
as of color, and displayed a water 
color of an eardrum. 


> Suitable backgrounds for each 
window were also a cost factor. Mr. 
Hares, who made the sketches for 
the backgrounds, suggested self- 
standing panels that can be easily 
moved about and used again for 
other window displays. Some of the 
panels were painted Masonite, 
others were covered with museum 
cloth. Expanded metal, which in- 
cluded some accent panels in color, 
were also used. 

The paintings were hung on the 
Masonite or museum cloth covered 
panels. As a change of pace, some 
paintings were framed and so hung, 
while others were tacked with art- 
ist’s pins. Others gained another di- 
mensional affect by using a wood 
block between the painting and the 
panel. All the copy, in script letter- 
ing, large enough to read from the 
sidewalk, was set on white panels. 

In keeping with the art museum 
motif, the telephones used in each 
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International Paper’s Ti-Opake, gives opacity 


plus detailed reproduction like this 


(The amazing ink stand-out of this versatile paper brings life to your picture) turn pace =» 





What you should know about International Ti-Opake 
—a leading member of International Paper’s first family of fine papers 


ERE 1S why so many leading printers 
H choose International Ti-Opake. 
Ti-Opake is a high-opacity paper. It 
takes ink perfectly. Dries quickly with- 
out feathering or offsetting. And Ti- 
Opake’s clean surface and high level of 
printability help bring pictures to life. 
You can count on excellent printing re- 
sults with International Ti-Opake—in bril- 


® 


liant full color or striking black and white. 

International Paper's Ti-Opake is a 
multi-process paper. It is made to order 
for offset-lithography, letterpress, silk- 
screen or sheet-fed gravure. 

In both smooth and vellum finishes it 
can be used for resort folders, greeting 
cards, price lists, annual reports and an- 
nouncements. And you will find its fast- 


drying properties make it ideal for rush 
letterpress jobs. 

Ask your paper merchant today about 
our 8% x 11 ream-sealed packages with 
handy pull-tape opener. They are perfect 
for small offset-duplicating presses and 
come in convenient pull-tape junior car- 
tons. International Ti-Opake is also avail- 
able in all standard book sizes. 


INTERNATIONAL PAPER 


FINE PAPER DIVISION - NEW YORK 17, N. Y. 





window were set on museum blocks 
in a variety of heights. These blocks, 
too, can be used again. Floor cover- 
ings underneath the telephone dis- 
plays varied from cork shavings to 
tile and wood. 


> Although the artist's name does 
not appear in any of the windows, 
the business office of Southwestern 
Bell Telephone Co. began receiving 
inquiries about the paintings from 
the first day the windows were un- 
veiled in January. 

“It is very important in a display 
of this kind, ” Mr. Mueth explained, 
“that an artist be willing to let his 
paintings remain with you for the 
duration of your display. Otherwise 
you might ‘be selling paintings di- 
rectly from your windows, and 
break up your displays.” 

The coordination of fine art with 
telephone services was so strong 
and successful, that many people 
asked for both a particular color 
phone and the matching painting to 
go with it. Others were attracted by 
a painting such as the one showing 
an eardrum in brilliant colors, and 
then learned about the volume con- 
trol phone. Through this same dis- 
play many business men have in- 
quired about the volume control 
telephone for use in factories where 
noise makes normal telephone hear- 
ing a problem. 

“It is very difficult to run any 
type of test on window displays 
generally,” Mr. Mueth explained, 
“but on these windows we actually 
had people come in and ask for the 
services by associating them with 
specific paintings, or vice versa.” 

The fine-art-services windows re- 
mained on display from January 
through March. The idea was also 
passed along to other Southwestern 
Bell Telephone Company areas as 
well as to the public relations de- 
partment of A&T in New York City. 

44 


Shopper’s Shelf-Stopper 
Introduced by Storecast 


A new way of stopping the shop- 
per en route with her grocery list 
has been introduced in the “Shelf 
Stopper,” by Storecast Corp. of 
America. 

Combining an automated revolv- 
ing unit with a display feature di- 
rectly on the shelf, the device is 
entirely self-contained and battery- 
operated. Attached to the shelf in 
front of the featured merchandise, 
the Shelf Stopper is a vari-colored, 
slightly cone-shaped polygon re- 
volving at a speed of 60 rpm. It is 
8” long and 3” high. 

It was designed by industrial de- 








What's new in 
Point-of-Purchase 
FAR Pe 

ye 


Plenty. Cy Come see. 


The oldest form of merchandising is also the fastest-growing. 
See fresh ideas, new techniques at the 14th Annual Point-of- 
Purchase Exhibit & Symposium, Nov. 1,2,3, New York Coliseum. 
For free tickets write POPAI, 11 W. 42nd Street New York 36, N.Y. 
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FREE 


IDEAS FOR 
BUILDING SALES! 


601 W. 26 St., 


VUE-MORE: New York 1. 


Rush a copy of your new Catalog. 


Company 


Address 


A terrific new 
catalog describ- 
ing the complete 
line of 
MORE | display 
turntables and 
BREVEL 
tion motors. 


Write jor your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel motors 
are designed for maximum power and 
precise movement—yet compact enough 
to be used in any motion display. 
Write today for details. 


VUE-MORE CORPORATION 


ee et ee ae Le 
601 WEST 26rh STREET . NEW YORK 1 WY 
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Eye Catcher . . . This self-contained, 
battery-driven unit, keeps rotating for 
five months. It clips on the shelf, takes 
up no shelf space. 


signer Albrecht Goertz, and has 
been tested for visual effect under 
differing store conditions. In the 
tests, it could be seen the full length 
of the average aisle. Once installed, 
the “Shelf-Stopper” will operate 
unattended for as long as five 
weeks. 

Complete information can be ob- 
tained from Storecast Corp. of 
America, 11 W. 42 St., New York 
36. 44 


Outdoor Ad Versatility 
Shown in Pratt Catalog 


The variety of outdoor display 
materials for advertising promotions 
is emphasized in a new 20-page cat- 
alog from Pratt Poster Co., In- 
dianapolis. 


Three Sips and You're a Matador! 


Included in the stock and custom- 
made display items shown in the 
catalog are pennants, banners, flags, 
bunting, individual letter-banners, 
balloons, cutout window letters, ver- 
tical pole displays, propellor spin- 
ners, spiral pennants, and stick-on 
posters. 

The catalog is well illustrated and 
shows display ideas for retail outlets, 
shopping centers, associations, real 
estate developments, fairs, exhibi- 
tions, etc. 

. « for more details circle 1018, page 143 


Temporary Post Device 
Gives Display Flexibility 


A new device that makes a tem- 
porary removable support post out 
of an ordinary 2x3” stud has been 
introduced by Reproduction Engi- 
neering Corp., Essex, Conn. 

Called “Timber-Topper,” the de- 
vice consists of a metal sleeve meas- 
uring 12x2x3” with a coil spring in- 
side it. To erect a post, the user 
simply slides the “Timber-Topper” 
over the end of the stud after it has 
been cut to the correct floor to ceil- 
ing measure. The device springs the 
post into place and holds it firmly 
upright. 

Suggested applications include use 
as room dividers, supports for dis- 
plays, lights, reflectors, background 
materials and removable partitions. 


Price of the Timber-Topper is $3.98. 
+ » « for more details circle 1019, page 143 


+ « « Teaser window display for Western Airlines 


in Beverly Hilton ticket office coaxes Mexican travel via an improbable bull and 
Kahlua, the famous coffee liqueur that makes every man a matador. Originally 
created for a Kahlua ad, the bull attracts the attention of passersby each day. Those 
in the know pass up the bull and try for the bottle of Kahlua. 





GEECO SIGNS SELL 
\ VOUGHT 


COAST to 


Vought Industries selected GEECO to create their 
dealer identification signs because of GEECO’S 
ability to custom-design and mass-produce. 


PHONE, WIRE or WRITE 
GEECO, INC. P. O. Box 361, Saint Joseph, Missouri * Phone ADams 3-3168/TWX:ZJ8302 


‘Call your Geeco representative: Detroit, TR. 3-0200 * Chicago, ST. 2-8475 * Minneapolis, FE. 8-6785 
Tulsa, LU. 4-3394 + Los Angeles, OL. 5-8457 « Cleveland, WA. 1-4780 «© Indianapolis, ME. 4-6609 
Des Moines, AT. 8-4889 * Kansas City, VI. 2-4933 * New York, AL. 5-1440 « Dallas, WH. 3-7573 
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Tom Thumb Models . . . Miniature prod- 
uct or package models from Merry Mfg. 
Co., Cincinnati, are produced for use in 
display or advertising promotions. 


Merry Miniature Models 
Custom-Made for Displays 


Custom-made product miniatures 
for use in advertising displays and 
sales promotions are available from 
the new Miniature Brands Div., 
Merry Mfg. Co., Cincinnati. 

The miniatures are made of pa- 
per, boxboard, plastic glass and in 
the form of lithographed cans. They 
are appropriate for use as sales- 
men’s samples, premium items, etc., 
as well as displays. 

Complete information is available 
from Miniature Brands Div., Merry 


SALES go UP 


... With WIRE 
DISPLAYS! 


@ Over 27 years experience 


Mfg. Co., 531 N. Wayne Av., Cin- 
cinnati 15. 44 


Ad Clocks, Thermometers 
Featured in Catalog 


A line of outdoor advertising 
clocks and thermometers are illus- 
trated in a catalog from the Electric 
Time Co., Natick, Mass. 

Featuring ultra-thin casings for 
easy mounting, the units have in- 
creased dial areas providing maxi- 
mum visibility. They are available 
in sizes ranging from 15” to 48” and 
are cased in weather-proof alumi- 
num and stainless steel. The catalog 
contains complete specifications for 
each unit. 

. for more details circle 1020, page 143 


TDI Booklet Tells All 
About New York Commuter 


The New York commuter, what 
he owns, what he buys, and how he 
loafs is revealed in a telling folder 
published by Transportation Dis- 
plays Inc., New York. 

Designed to present the selling 





COLONEL 


possibilities of TDI station posters 
and car cards, the folder includes 
some of the following data about 
New York’s daily train-catchers: 


® the average income is $16,658 


e 71% of commuters represent 
managerial and professional posi- 
tions 


® the average home consumption of 
distilled spirits is 54 bottles a year 


® the average commuter’s home is 
valued at $29,962. 


Also included in the folder are 
facts on his club memberships, 
travel inclinations, and ownership 
of such luxury extras as boats, color 
tv, and power equipment. 

The folder suggests that one of 
the best places to catch his buying 
attention is in the station or train 
which he uses daily. 

- for more details circle 1021, page 143 


New Label Holders End 
Stoop, Squint Shopping 


The ingenious construction of a 
new label holder from Cel-U-Dex 
Corp. is ending stretch and stoop 
or squint and strain hazards from 
supermarket shopping. 

The transparent label holder, 
called “Hi-Lo” has an angled face 
which can be adjusted up or down 
depending on whether the shelf is 
high or low. It is available in sizes 
up to 6” in 1” variations. 

Information is available from Cel- 
U-Dex Corp., Newburgh, N.Y. 


@ 5,162 successful ees: NASHVILLE 


. 


@ 6 manufacturing plants with 
387,400 sq. ft. of moder ‘facilities 


@ Complete design and, é érigineering services 


2 2 
@ Custom designed fér‘your exclusive use 


2 
warehouse facilities 


Phone: 
Alpine 5-7541 


The Look . . . Fashion’s new dramatic 
trend in eye is played up by 
Revion in a spectacular display stand. 
The eyes (above) are in a baroque frame 
on a gold pedestal eight feet high. Unit 
was designed by Stanley Sussman, Rev- 
lon, and produced by Thomson-Leeds. 


P.O. Box 491 @ 1415 Elm Hill Road @ Nashville, Tenn. 
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NNEEWV from 
FASSON! 


A New Pressure Sensitive Bumper Strip Material 


that comes off... 


It’s Fasson’s new “‘Easy-Off Plastic-Sign”’! A tough 

vinyl material coated with a specially developed, 

pressure-sensitive adhesive that removes easily, 

cleanly and instantly from bumpers months after 

it is applied. There is no residue, no marring or _ 

shila: And being vinyl it won’t tear... anes A Truly “Fool Proof” Material 

off in one piece, slick as a whistle. . Easy to apply — Peel off the backing, press 

Made from gleaming white 4 mil vinyl, it prints or into place. 

screens perfectly. Has exceptional outdoor weather- . Weatherproof — Won't fade, blow away or get 

ability. It resists most acids, alkalies, solvents, and watersoaked! 

greases; is washable, flexible and fade proof. ° Instant clean a No residue, no stain- 
Bi : ing, no marring. Comes off in one piece. 

And best of all it is economical! Costs only ° frac- Unexcelled for bumper strips, temporary signs, indoors and 

tion of a cent more than ordinary pressure sensitive out, wherever easy removability is desired. Order Now! It’s 

stock. In stock now in all standard sizes. an ideal material for election signs. 


Write, wire or phone today for samples and prices. 


Address your inquiry to DepartmentA 


fusson Fasson Products 


A Division of Avery Adhesive Products, Inc. 
250 Chester Street « Painesville, Ohio « Elmwood 2-4444 


MAKERS OF SELF ADHESIVE PAPER, FOILS, FILMS, FOR CONVERTERS 
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Old Gold Spin Filter 


in a filter cigarette 


eye appeal 


FALPACO COATED BLANKS 


0 - & 


<A> 
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This Old Gold car card is another example of an important advertiser making sure his 
message is presented to the best advantage. 

New White FALPACO was chosen because of its outstanding printability. The extreme 
whiteness of its surface permits ink colors to show up clearly — allows full value to every 
tone. You can get beautiful, realistic color reproduction with FALPACO. Ink goes on 
smoothly too because the surface of the blank is smooth and even. 

Another asset of FALPACO is durability. These blanks hold up since the board itself 
has new strength and rigidity. 

The attractive Old Gold car card was produced by offset lithography in six colors on 
5-ply, coated-one-side New White FALPACO by Empire Color Lithographers, Inc., New 
York, N. Y. The size is 21 x 33 inches. 


Specify FALPACO for your next 
car card, calendar, point of 
sales display, etc. 

Distributed by authorized 
paper merchants from coast to 
Coast. 


NEW YORK OFFICE — 500 FIFTH AVENUE, NEW YORK 36, N.Y. . MULLS. FITCHBURG, MASS. 





SELLING BOXES BY BOXES 


A spectacular direct mail campaign succeeded in attracting at- 


tention, pleasing the visual senses, and giving a dramatic demon- 
stration of the product itself, all wrapped up in a series of boxes. 


Match Box Cartons 


. » « The only mailing piece not designed from a single piece of 


Union-Camp bleached board, the match box needed a set-up design for flexibility and 
durability. Because of the matches, the box posed a mailing problem. The post 
office decreed it must be set in foil-lined mailing sleeve to keep matches from moving 


Mail Box . . . Black with bright color 
decorations was the design finally decided 
upon for this mailer. Original design 
was in rural style but was ruled out be- 
cause mailing was going to urbanites. 
Recipient’s initials were hand-lettered. 


Mummy Mailer . . . The problem here 
was to avoid any touch of the morbid. 
Finished art was in hieroglyphics in con- 
trast to modern approach in the box de- 
sign. Artwork told the story of paper, 
while symbolic figures stressed appeal. 


By Allen Sommers 


What about whiteness and clean- 
liness? Does it score well? Can it 
take full color process? What about 
folding strength? The Bleached 
Board Sales Department of Union 
Bag-Camp Paper Corp. wanted to 
demonstrate these product char- 
acteristics when it considered a di- 
rect mail campaign for its solid 
bleached carton board. 

The company, producer of 100% 
bleached sulphate board, had in 
mind a campaign that would be in- 
geniously different in order to rise 
above the daily influx of competi- 
tive direct mail. Inasmuch as the 
direct mail pieces would be going 
to executives who either manufac- 
tured or purchased folding cartons, 
the campaign’s big must was that 
with its difference, it had to stand 
head and shoulders above all com- 
petitors’ advertising. Union-Camp 
also wanted to impress prospective 
customers with the fact that the 
corporate name was part and parcel 
of being a producer of bleached 
solid sulphate board. 


> In presenting a proposed cam- 
paign to management, Gene Don- 
aldson, director of advertising and 
sales promotion for Union-Cam;. 
assigned Robert Holmes, promotion 
manager for the company’s paper 
sales division, to come through with 
an adroit program that would dem- 
onstrate the versatile properties of 
the company’s carton board. Mr. 
Holmes called on Mel Richman Inc., 
New York, one of the country’s 
leading creative art organizations, 
whose direct mail designs for Holi- 
day had been popping up in his 
mail. Richman was asked to design 
a mailing campaign that could be 
presented to management. 
Union-Camp first had decided that 
mailings were to be directed to the 
presidents, purchasing agents, sales 
managers and production superin- 
tendents of selected folding carton 
manufacturing plants; the purchas- 
ing directors of the largest carton- 
buying companies in selected in- 
dustries; the key executives of such 
large “home packers” as General 
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BRODIE'S “FAMILIAR QUOTATIONS’ 


Anyone who goes 
to a psychiatrist 
ought to have his 


head examined. 
HAROLD COWEN 


While we don’t send our key people to a 
head shrinker, we do send them to a per- 
fessor at a leading university for some 
plain and fancy checking up. WE'RE 
WITH IT, MAN! 


SERVICE 
ADVERTISING See raTeD 


igranh! © Mimecgraching * Sviating . ome 
“" ical Address 
noe . © ate Ce sae ual Compeoiens 
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When considering 
buying envelopes 
in Canada 
contact 


ENVELOPES iro. 
1070 QUEEN ST. E. 
TORONTO, ONT. 
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Snuff Box Mailer 
When this mailer is 
opened, the message 
pops out into 
recipients’ hand. 
Message is printed 
on same carton 
board as is used 

in the snuff box. 
First message reads: 
“Snuff’s Not 
Enough.” 


Foods, R. J. Reynolds Co., Nabisco, 
etc., plus a list of package design- 
ers and business press editors. 


> Before the campaign was offi- 
cially launched, the Mel Richman 
organization prepared five designs 
for the Union-Camp management, 
based on the campaign theme: col- 
orful boxes of the past and present 
and how they interpret the unique 
properties of Union-Camp’s solid 
bleached carton board and its sales 
service. These designs were a match 
box, a snuff box, a mail box, 4 
jury box, and a Pandora’s box. They 
were, in turn, packaged for mailing 
complete with labels and wrappings. 

Naturally, due to the nature of 
the folding carton industry, the plan 
was to produce these miniature 
sample boxes out of one piece of 
the Union-Camp bleached board. 
Only the match box was not pro- 
duced from one piece because its 
purpose—flexibility and durability 
—could be more dynamically illus- 
trated by a set-up design. Only the 
Pandora’s box was a casualty. Its 
initial attraction did not match the 
appeal of the other box designs. 

So far, those that have been 
mailed are, in order: 


Mail Box (642x3’); 
Match Box (3x2’’); 
Snuff Box (2x2’); 
Mummy Case (8x4’’); 
Bakery Carton; 
Freezer Box; 

Cigaret Carton. 


> The mailing schedule began in 
October, 1959, and continued 
through April, 1960. As hoped, it 
immediately stirred up complimen- 
tary conversation in an industry 
that respects an intelligent ap- 
proach, however unique the style 
of art. 

From the time the Mel Richman 
staff began experimenting with 
some handmade items, until they 
were finally printed by Indepen- 


¥ 
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dence Press, Philadelphia, many 
months passed. This was due to 
the huge scope of the program, plus 
the discriminating selection of the 
items to be mailed. 

Art director Jack Weaver took 
over the creative direction at the 
Richman main studios in Bala- 
Cynwyd, Pa., adjacent to Philadel- 
phia. Frank Scully, Mel Richman 
Inc., of New York, acted not only 
as client contact man, but as liaison 
with Bala-Cynwyd. 


>» These men found the most vital 
phase of the program at the begin- 
ning when suggested ideas were re- 
fined many times in order to simpli- 
fy designs of each piece. At the 
same time, they had kept in mind 
the importance of maintaining im- 
pact with the unusual. To achieve 
this required a close working rela- 
tionship and complete cooperation 
between Union-Camp’s promotion 
department and Mel Richman de- 
signers. Both sides had to be will- 
ing to lean over backward in order 
to accept the opinions of the other. 
It worked just that way. 

In selecting the sequence of mail- 
ers, it was natural that the mail box 
take the lead. 


> Before the final “mail box” was 
agreed upon, experimentation and 
discussion were involved. A rural 
type mail box was first designed. 
This was ruled out by the company 
because mailings were not directed 
at farmers or suburbanites. There- 
fore, a more difficult mail box, the 
residential home type used in 
apartment houses, was introduced. 
A black mail box, with some bright 
color decorations, was decided upon 
by Mel Richman artists. Even this 
one at first posed some questions 
because of the characteristics of the 
carton stock. The latter boasts a 
high degree of whiteness—inside 
and out. Also, Mr. Holmes wanted 
to demonstrate how the white sur- 
face took color. 





For striking reproduction ... 
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BRAND 
CAST COATED PAPERS 
FIBRE COMPANY * HAMILTON, OHIO 
Number Fifty-one in a series of textural studies designed to show 
the quality of reproduction possible with fine materials 


© THE CHAMPION PAPER AND FIBRE CO. 1960 
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somekote> 


BRAND 


CAST COATED PAPERS 


Stop a minute and look over the jobs you now 
have in production. The important jobs—the 
ones for which you have spared no effort to get 
the best in art, photography, copy and plates, 
the ones by which your company will be judged— 
deserve Kromekote, the finest in printing papers. 


Kromekote’s mirror-like finish reflects all of the 
subtleties of the original, assures the finest re- 
production for folders, brochures, book jackets, 
magazine inserts, labels and other packaging. 


THE CHAMPION PAPER AND FIBRE COMPANY, 


FOR STRIKING RESULTS FROM YOUR NEXT IMPORTANT JOB 


Want a demonstration? Take another look at the 
other side of this Kromekote sheet. 

Long the choice of printers and lithographers 
who know the true value of fine pape’, “. .»mekote 
costs only a little more, but does so much more. 
See your local Champion Paper merchant. 


Kromekore ® BRAND CAST COATED PAPERS 


Enamel « Cover « Boxwrap “™ 
Litho « Postcard « Folding Board 


HAMILTON, OHIO 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





With the all-black design, only 
the inside would show white. Con- 
sequently, a white box decorated 
with art was roughed out. Designer 
and client agreed that the mailer 
lost its true character. Courageous- 
ly, Union-Camp introduced their 
solid white folding carton stock with 
an all-black mail box, beautifully 
lacquered. Happily, the exterior 
contrasted smartly with the snow 
white interior. This was especially 
noticeable, since many conventional 
carton boards are gray inside. A 
miniature letter was added. Each 
recipient's name was typed on the 
letter; his initials were hand-let- 
tered on each mail box. It eventual- 
ly was accepted in the AIGA show. 


> Jack Weaver developed the snuff 
box. His first sketches resembled 
a fancy perfume or powder box 
which could be adapted by the cos- 
metic trade. This was fine except it 
didn’t conform to the one-piece 
idea. Most cosmetic packaging is 
set-up. About two days of engi- 
neering, folding and trimming con- 
verted the snuff box to a folding 
carton that one will swear is made 
of one piece. 

By this time, the Richman staff 
had gained considerable experience 
with the ultimate uses of the carton 
board and considerable momentum 
reaching the goals of the drive. The 
most time consuming phase was de- 
veloping the proper folds and flaps, 
shapes and sizes without losing the 
character of the idea. Art followed 
naturally. The snuff box, for ex- 


ample, has art on both inside and 
out. 


> In designing the mummy case, the 
designer wanted to evolve a shape 
and design that would not look 
morbid, but would detail the char- 
acteristics of a mummy case. 

The finished art was in hiero- 
glyphics, relating the story of paper. 
Little symbolic figures demonstrate 
the folding strength, cleanliness and 
merchandising appeal of the solid 
sulphite board. 


> The freezer piece demonstrates the 
advantages of Union-Camp paraffin 
carton stock. The mailer had to 
demonstrate the carton  board’s 
“after-waxed brightness” as well as 
its wax-holdout. 


> The cigaret carton, a whimsical 
spoof on cigarets, posed an addition- 
al problem. Beside the standing re- 
quirements of creating the carton 
from a single sheet of board, per- 
mission had to be granted by cig- 
aret manufacturers to allow Rich- 
man to take some license with their 


DAY OR NIGHT 


YOU ARE 
SELLING 


24 HOURS WITH 


Litho or screen process... 
Any shape, size or type... 
Plain or reflectorized ... 
Volume production 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVENUE © SPRINGFIELD, OHIO 











J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 





ma ty Wet Powderless etching for screen deepening in 
PIECES copper originals takes its place among the most 
important developments in the high achievement 


a of letterpress reproduction. 


PRODUCTION It is ineffective, however, if the initial photo- 


PEOPLE graphic steps of density controls, masking and 
screened negatives are. not governed by the 
exacting requirements of this revolutionary 
etching technique. 


HUTCHINGS & MELVILLE, Inc. 
custom raving 
4043 N. Ravenswood Avenue, Chicago 13 


Expert pre-correction in correlation with powderless etching of copper originals 
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+qgoc to cover mailing 


=== cost brings you 


— The Complete Current Issue 
This issue is yours to use and keep, with no 
strings attached — our way of saying “‘try it 
and benefit’. No obligation. No salesman. 
Due to its expense, this opportunity must 
be limited to those who have not received 
a free issue in the last six months. 

Attach one dollar to letterhead end mail today to 





How to fit 


full color into 


your budget 


N need to settle for 


drab, dull, sales literature when 
you can have the sales-making 
power of full color lithography 
by Crocker! Colorform runs 
and new production techniques 
make it possible. FREE Book- 
let tells how. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angetes, 2030 E.7th New York, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


Ey H. S. CROCKER CO., INC. 
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BUSINESS FOR OVER 30 YEARS 


TCT we Phys 
LETTER & MAILING 
‘2 a 21G: 


DOES It FASTER! 


So on cu on See eats ee Cee 
mailings —— and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
ee ee eee Se oe 
variety of clients for more 


than 30 
eae * Fill-in on Multigraphed 
letters * Planographing * Addressing 
Mimeographing * Printing * Addresse- 
ing Auto-typed letters. Alse 
ry Seaieevashh list and hand-list main- 
tena 


nce. 
Call Wabash 2-8655 and Just Ask For Marie 


a Leller Ht nw 


431 SoutH DEARBORN STREET 
Cuicaco 5, Itt. ‘WABASH 2-8655 
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originals. Fifteen manufacturers 
were contacted before approval was 
granted. Then, the filter type cig- 
aret became popular, so another 
adjustment had to be made. Union- 
Camp made the rounds of manu- 
facturers again. After the artist 
completed the artwork on the car- 
ton, the Federal Government de- 
cided to change the blue seal which 
appears on each pack. The seal then 
had to be re-designed. 


> The bakery box posed only one 
problem. It had to come flat, open 
up and fold in a matter of seconds. 
Also, it had to be inexpensive. What 
could be better than a real life 
box—in miniature—and brightly 
decorated? That is what was pro- 
duced. 


> The match box, which contained 
matches inside, posed a mailing 
problem. Union-Camp had to ob- 
tain special mailing instructions 
from the Post Office. Each match 
box had to be set in a foil-lined 
mailing sleeve so the matches 
would not move about. 


> Designer Sam Ciccone, of the Mel 
Richman staff, worked on the match 
box, which has since won a gold 
medal at the Delaware Valley 
Graphic Arts Exhibit in Philadel- 
phia. Originally, he had created the 
match box as an item for the Rich- 
man portfolio, prior to the cam- 
paign. Bob Holmes spotted it at the 
first design meeting and incorpo- 
rated it into the series. The match 
box proved to be one of the most 
popular mailers. 


> Labels were designed for the cor- 
rugated containers housing the 
mailers. They provided a tiny hint 
of what was inside the package. 
After opening a package (the di- 
mensional pieces were hand-wrapped 
in color-matched Japanese tissue) 
the recipient would be pleasantly 
surprised, not only by the unex- 
pected item, but with the versatility 
of the stock itself. Union-Camp re- 
ceived hundreds of compliments on 
this direct mail approach. 

The mailers were sent with mes- 
sage included, applicable to the 
item and to the Union-Camp 
bleached carton board. Much of the 
copy was written in advance by Mr. 
Holmes. The rough copy was often 
completed before the pieces were 
designed. Consequently, all copy 
was rewritten several times as pieces 
were altered to fit the specifica- 
tions. Some copy discusses white- 
ness, some cleanliness of both in- 
side and outside, some strength and 
special protective qualities. Mes- 
sages were not always printed on 


the mailing pieces, 
separate attachments. 

For example, in opening the snuff 
box, the recipient meets an accor- 
dion message popping up into his 
hand. The message is printed on 
the same carton board. The first 
message to meet the eye is “Snuff’s 
Not Enough . 

On the other folds are the Union- 
Camp shield. The message in the 
mummy case is rolled up like a 
papyrus message of ancient Egyp- 
tian times. 


sometimes on 


> All cartons and copy attachments 
were printed offset. A strike sheet 
diagram is reproduced on the bot- 
tom of each mailing piece to illus- 
trate how one piece of board was 
used and is to be assembled. 

Illustrative of the considerable 
care taken with copy is the “letter” 
in the mail box, which states: “As 
an executive in the competitive 
folding carton business, you are 
paid to put new ideas into boxes. 

“You’re looking for new business 
ideas when you look at practically 
any kind of box: the boxes you 
make .... the boxes your compe- 
tition makes . . . even when you 
look into your own mail box for 
business mail. 

“In fact, your mail box can be the 
most important box in your busi- 
ness life . . particularly in the 
weeks to come. 

“May I suggest you keep your 
eye on your mail box?” 

The letter is signed by J. R. W. 
Street, director of bleached board 
sales, as is all copy in the cam- 
paign. 


> With compliments, awards and 
industry recognition already pour- 
ing in, Gene Donaldson and Bob 
Holmes are presently planning 
additions to their direct mail series. 
No telling what the future will un- 
fold. 44 


By adding wheels it becomes a carry 
you home carton! 





PROFIT IN 
MORE THAN 
ONE DIRECTION... 


plan your 
advertising 
with U.S.E. 


envelopes 


Imagine 70 different styles with over 400 sizes—all available to help 
you! That’s what you see in the U.S.E. Envelope Selector Chart*—a 
treasure chest for the ad-man who wants ideas in envelopes—who also 


wants quality with economy. Your U.S.E. envelope supplier can furnish 
samples and prices. 


“Want a copy? It’s free. 


General Offices: Springfield 2, Mass. ¢ 14 Divisions Coast to Coast 
Plan your advertising with U.S.E. Envelopes. There is a style to sult in a size to fit. 


United States Envelope Company | a) 
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What 


A social scientist takes a look at direct mail, 
the reception it gets when it arrives, and suggests that 
it can be the advertiser's most provocative tool. 


‘ By Sidney J. Levy 
Psychological Research Director 
Social Research Inc. 

Chicago 


Direct mail is often treated as 
the stepchild and, sometimes, the 
scapegoat of advertising. Despite its 
secondary opinion status, however, 
direct mail should be one of the ad- 
vertiser’s most provocative instru- 
ments. 

In analyzing this advertising me- 
dium through the techniques of mo- 
tivational research, we found that 
people have mixed but definite 
emotions about direct mail. 


> Consumers tend to pass judgment 
quickly, without examining their 
reactions, and label direct mail a 
nuisance. On the other hand, ad- 
vertisers who use it protest too 
loudly that it holds many virtues. 
As a result, it has become the most 
defensive of all media. When an ad- 
vertiser speaks about direct mail, 
he does so condescendingly. 

By exploring the meaning of the 
several forms of this medium, we 
have been able to characterize what 
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goes on in the minds of consumers 
about direct mail. 

Direct mail, in short, demands a 
response from the ‘consumer. 


> Since decision-making is an un- 
comfortable matter for most people, 
the direct mail recipient becomes 
irritated when forced to decide at 
once about a product or service. 
The mailed advertisernent is not un- 
like the salesman who appears un- 
announced at the home and asks 
the customer, with only a short pre- 
liminary warm-up, to buy his prod- 
uct on the spot. 

A moderate version of the sales- 
man, direct mail, too, must be dealt 
with at once, requiring some 
thought. Resenting this sudden, un- 
bidden involvement, the consumer 
may react more violently than she 
would normally. 


> At the same time, it is difficult for 
her to ignore the advertiser’s com- 
munication. Though she might toss 
it out, she has read and registered 
its message. 

Contrary to other advertising, di- 
rect mail does not give the consumer 


ah. a 
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time to mull over the product and 
its benefits, gradually disposing her 
to buy. Involvement, however, is 
immediate and intense. Thus fur- 
ther motivational research studies 
could measure the impact and pre- 
dict how well the specific direct mail 
piece would communicate its mes- 
sage to the recipient. 


> Again, direct mail when good is 
considered an exception to the rule. 
In fact, long-accepted examples 
such as the mail order catalogs are 
not even considered direct mail ad- 
vertising by the consumer. Cer- 
tainly, this is true of the Sears cat- 
alog. 

In a study conducted by Social 
Research Inc., we asked women 
about the Christmas fiyer distri- 
buted annually by Marshall Field, 
Chicago department store. Our re- 
spondents commented that this was 
not direct mail. Thus direct mail 
is equated only with its worst ex- 
amples. 


> Interestingly, direct mail, per- 
haps more than any other kind of 
advertising, tends to intimate the 





Cupples-Hesse 
HEI Cat 
6 ENVELOPES 
that SOLVE a wide 
variety of 


all wrapped up 
In paperwork? 


Take this easy, modern-business way to free 
yourself from mounting paperwork. Put 


NR LS 


BIND IN 

A promotion piece with detachable return 
envelope is actually bound into catalog or 
publications reducing communicating cost and 
speeding return reply. 


TALLY-HO, 


SALES SUMMARY 
Tally envelope for sales personnel, cashiers, 
etc. A perfect record for daily sales, or en- 
velope for cash receipts. Ideal for any job 
that notes, accumulates, or reports. 


FOR SERVICES RENDERED 
A handy envelope that doubles as bill for 
services rendered and pre-printed remittance 
envelope. Steps up payments. 


PHOTO-FINISH WINNER 
Order and payment all in one. Customer drops 
exposed film in main pocket, his payment in 
built-in coin envelope. It’s ready to mail. 


Cupples-Hesse Company 
Division of St. Regis Paper Company 
ST. LOUIS 15, 4100 N. KiNesicHWAY /oETRoIT 16, 3633 MICHIGAN ave. [oes MOINES 13, 1655 E. MADISON AVE. 


Cupples-Hesse systems envelopes to work— 
on your staff! Let them save you both 

time and money! Call Cupples-Hesse 

with your problem, and let our 

Creative Design Department 

solve it completely 

and economically. 
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PAYDAY TIME 
A dependable and confidential way of dis- 
tributing dividend checks, paychecks or cash. 
Window allows name of recipient to show 
through for identification. 


TWIN-VELOPES 

Vital data entered on both envelopes at source 
of information. Envelopes detached and en- 
closures sent on separate paths. Greatly 
decreases paperwork. 
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MAILING 
LISTS ARE 
PEOPLE 


“Names are worthless unless one 
can figure out who they are, what 
they do, where they live, what 
they like to buy.” 


Based on the above formula 
we offer for the first time: 


AOTU +1169—300,000 to 
500,000 
QUALIFIED CFi AMERICANS 
(Commerce, Finance, Industry) OF 
EXECUTIVE STATUS BELOW VERY 
TOP LEVELS AT HOME ADDRESS. 
Geographically Arranged. 
$20.00 PER M 


AOTU (Available Only Thru Us) 
identifies compilations of the Re- 
search and Development staff of 
Walter Drey, Inc. We state un- 
equivocally that unless another 
compiler has our knowledge and 
skill he cannot imitate or duplicate 
any of our AOTU listings. For it 
takes cash, confidence and courage 
to make an AOTU compilation. 


Other current result getting 
AOTU lists ‘At Home Address’’: 


150,000 Social Scientists 
200,000 Physical Scientists 
75,000 Art Appreciators 
125,000 Music Appreciators 
175,000 College Faculty 
125,006 Civic Club Officers 
165,000 "Top" Executives 
200,000 Professionals 

300,000 High Income Prospects 
75,000 Married Women Alumni 
800,000 College Students 
950,000 V.I.P.'s 

600,000 College Alumni 


Our Brokerage Department can lo- 
cate and obtain any mailing list 
available. Our Compilation Depart- 
ment can build a list to meet par- 
ticular specifications and needs. Our 
Research Department can advise on 
all lists for "Persuasion by Mail” 
campaigns. For information and 
prices, state your list problem as 
fully as possible. 


Write W. D. Drey for complete 


information, without obligation, 
on your business letterhead. 


WALTER DREY, INC. 


Mailing List Consultants 
257 Park Ave. South 
New York 10, N. Y. 

333 N. Michigan Ave. 

Chicago 1, Hlinois 
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status or outside opinion of the 
consumer. For example, involve- 
ment on receiving a brochure from 
an investment house might lead the 
consumer to muse, “Evidently they 
think I’m a good prospect.” 

Or a query from Town & Coun- 
try, even though the consumer is 
sure it was meant for someone else, 
might create another type of phan- 
tasy about herself: possibly she, too, 
could become interested in skiing 
or training show dogs. 

In testing the effect of company 
booklets, we found that consumers 
have similar notions about these 
publications. The little magazines 
sent by Oldsmobile and by Allstate 
Insurance, for example, reaffirm 
pleasure and pride in belonging to 
a special group of owners and sub- 
scribers and being remembered as 
such. 

To receive appeals from cultural, 
financial or business sources im- 
plies a broad participation in things 
considered meaningful in the world, 
subtly disposing the reader toward 
the product, whether she is an eligi- 
ble customer or not. 


> Pursuing this approach, we found 
upper middle-class and upper low- 
er-class consumers are inclined to 
react more favorably to direct mail, 
but for different reasons. Upper 
middle-class consumers associate di- 
rect mail with books, magazines, art 
exhibits and protective businesses, 
such as insurance, stocks and bonds. 
Also, they are impressed with direct 
mail’s power to draw money from 
their pocketbook through charitable 
appeals. Since they do send away 
money, for one reason or another, 
direct mail must have some value, 


New 3-D Christmas Card 
Features Sender’s Slide 


A low cost 3-D Christmas card, 
featuring the sender’s own stereo or 
35mm slide, has been introduced by 
Realist Inc., Menomonee Falls, Wis. 


3-D Christmas Card . . . Two-color card 
in holiday design from Realist Inc. feao- 
tures sender’s own stereo or 35mm slide. 


they surmise. They find themselves 
joining the Art Institute, subscrib- 
ing to Horizons, buying the Golden 
Records collection. 

The lower class consumers tend 
to think direct mail keeps them in- 
formed about activities in the out- 
side world from which they feel 
somewhat isolated. Since a trip 
downtown is an event for the aver- 
age lower-class housewife, it is easy 
to see how information and techni- 
cal data brought into the home by 
direct mail would seem news- 
worthy. 

Between these two, the house- 
wife of the lower-middle class, 
while not unresponsive to direct 
mail ads (she especially likes cou- 
pons), is less apt to become deeply 
involved in such appeals. She wants 
to get out as much as possible and 
examine merchandise at first hand. 
Thus the lower-middle class con- 
sumer associates direct mail with 
the confined, lonely or rural home- 
maker. 


> Whether interpreted as an insult 
or a compliment, whether the con- 
sumer resents thinking about it or 
not, direct mail arouses explicit in- 
volvement. At times, it can engage 
dramatic feelings for the adver- 
tiser’s message. 

Compared with other kinds of ad- 
vertising, which build power grad- 
ually, direct mail is an instantly 
provocative medium the consumer 
cannot ignore. Advertising de- 
livered by the mailman is certain 
to evoke some response in the read- 
er. By pretesting, the advertiser can 
evaluate if it will be the right re- 
sponse. 4¢ 


Printed with a two-color holiday 
design on four separate panels, the 
“Slidemailer” includes a 3-D stereo 
or 35mm color slide, polished plastic 
lenses and the sender’s imprint. It 
mails flat in an envelope and flips 
up into position when opened. 

Realist duplicates the customer’s 
original transparency, handles the 
printing and complete assembly of 
the cards. 

Prices for stereo Slidemailer cards 
are listed at $13.50 for a minimum 
order of 25; $25.75 for 50; and 
$49.50 for 100. The 35mm Slide- 
mailer cards are listed at $11.25 for 
25; $21 for $50; $39.50 for 100. Two 
different card styles, with matching 
envelopes, are available. 

Complete information can be ob- 
tained from Realist Inc., Card Div., 
N93 W16288 Megal Drive, Menom- 
onee Falls, Wis. 4¢ 
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on competition... 


Put ecp on your team 


It takes fresh ideas to move minds and merchandise. 
Sometimes a new and different idea in the design and use 
of envelopes gives you the all-important competitive 
edge. That’s where Tension can help you, with dozens 

of different envelopes for special jobs. 


Here are a few examples. For others, tailored to your exact 
needs, get in touch with your Tension envelope specialist. 


4 KARD KARRIER® 


HITCH-HIKE > 


Return order envelope. The back 
side can be the most profitable 
few square inches of advertising 
space you've ever used. Delivers 
perfectly timed “extra” selling 
message at the instant customer 
is enclosing his order. 


MAILING- . 
CORRESPONDENCE 


Versatility—the ability to produce 
all envelope sizes and styles— 
makes Tension the envelope 
brand. CONSISTENTLY — better 
papers, safer sealing, accurate 
construction—even better qual- 
ity black-ink corner cards. Spe- 
cify Tension Envelopes. 


377 


Provides the undisputed atten- 
tion value and pulling power 
of an envelope with the con- 
venience of a self mailer. De- 
livered to you sealed, ready for 
addressing and mailing. Ample 
space on inside for your mes- 
sage, illustrations PLUS your 
membership, credit, identifica- 
tion, or business reply card 
carrying the name and address. 
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q “EXPANSION” ENVELOPE 


Costs on this type of utility 
envelope have been reduced by 
as much as 50%. For the first 
time, they are being manufac- 
tured completely by machine. 
Ideal for packaging and rack 
sales — particularly for card- 
mounted merchandise. Protects 
the product as it promotes the 
brand. Available in 1”, 2” and 
3” expansion sizes. 


ROUND TRIP > 


Outgoing and return envelope 
in one complete mailing piece. 
Just address and mail. The 
same envelope complete with 
your original addressing and 
key comes back to you. Ideal 
for subscription renewals, pre- 
mium notices, statements, fund 
raising, direct mail offers, etc. 


q SIM-PULL® 


New easy-to-open envelope for 
3rd class mail.* Prominent pull 
tab intrigues receiver into 
opening envelope for your mes- 
sage. Extended pull-out flap 
provides extra advertising and 
merchandising space. Especially 
convenient for enclosing in- 
voice to be attached to out- 
side of merchandise. 
*Invoices, too! 


q DISPLAY WINDOW 


IDENTI-VUE WINDOW > 


Address on letterhead shows 
through window. Saves printing 
of separate envelopes for dif- 
ferent branch offices. Just im- 
print enclosure for different 
offices. Eliminates inventory mix- 
ups in the stock room, cuts 
printing costs way down. 


Allows artwork and color of en- 
closures to act as “teaser” which 
shows through Display Window. 
Takes advantage of the atten- 
tion-getting value and color of 
your circulars, etc. Available in 
a wide range of sizes and dis- 
tinctive shapes. 


Ge= 


See us at the DMAA Convention— 
Miami Beach, Florida 


TENSION ENVELOPE CORPORATION 
815 East 19th Street 
Grand 1-3800 e Kansas City 8, Missouri 


Kansas City » Fort Worth +» Des Moines + Minneapolis 
St. Louis + Memphis + So. Hackensack 


October 1960 + QB + 71 





WINNING 


SELF MAILERS & BROADSIDES 


phers 


. Supplement it with Plasti- 
chrome catalog sheets and allied items. Post- 


cords from your transparencies COST LESS 
THAN lc EACH. 


FREE MERCHANDISING 
os T 


“8 Send for yours today 


Representatives — some territories still 
open, write for details. 


UR a ea LP 


400 Newbury Street, Boston 15, Mass 





Ist CLASS POSTAGE for 
3rd CLASS RECEPTION 


: ——_~ ‘ 


@ Retain the dignity your 1st class 
ietter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 
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ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 








Ad Man’s Alley Service 
Features Ideas Unlimited 


A new monthly service offering a 
non-exhaustible supply of ideas for 
art and copy in printed promotions 
has been introduced by the Ameri- 
can Marketing Services, Boston. 

Aptly named “Ad Man’s Alley,” 
the idea service is loaded with pro- 
motion ideas plus the materials with 
which to execute them. Included 
in the regular features of each 
month’s service are the following: 
® 12 or more ready-to-use direct 
mail formats 
® one novelty layout format 
® direct mail ideas 
® tips from the production experts 
® four sample letters written by 
copy experts and complete with 
illustrations and production details. 
® a case history of a successful di- 
rect mail campaign 
© reference material for your in- 
formation file 

Other advantages of this service 
include complete reproduction art 
for all direct mail and novelty 
formats; a monthly newsletter. 

The service is available at charter 
subscription rates of $100 per year 
or $35 per quarter. An illustrated 
folder, giving more specific infor- 
mation, is available. 

+ + + for more details circle 1001, page 143 


Variety Store Directory 
Released for Trade Use 


The 1961 edition of the Variety 
Store Merchandiser Directory has 
been released by Merchandiser Pub- 
lications, New York. 

The new edition is 600 pages, 
features a comprehensive five-part 
market analysis of the field and 
lists key buying executives of 1,450 
chains and 8,000 independent variety 
and general merchandise stores. 

Also included in this directory 
are 1,800 jobbers and wholesalers 
specializing in variety merchandise 
lines; 6,000 manufacturers specializ- 
ing in variety merchandise, and 1,200 
manufacturers of display and store 
equipment, with a classified list of 
products. 

It is listed at $30 and can be 
obtained from Merchandiser Publi- 
cations, 419 4th Av., New York. 44 


Direct Mail Plan Described 
In Presentation Booklet 
A comprehensive direct mail pro- 


gram, offering both national and 
local advantages, is described in a 


presentation booklet from DMCP 
Associates Inc., Toledo. 

The booklet lists the ways in 
which direct mail can benefit the 
user, a step-by-step description of 
the DMCP services, the pricing 
schedule of a six-month plan, etc. 

Copies are available. 

+ » « for more details circle 1002, page 143 


Direct Mail Standards 
Listed in DMAA Folder 


The DMAA Standards of Prac- 
tice required from all members of 
the Direct Mail Advertising Assn. 
are listed in a recently released 
folder. 

Adopted in the interests of the 
consumer public and the continued 
growth of the direct mail field, the 
DMAA Standards of Practice con- 
tain an 11-point program covering 
all aspects of direct mail from hon- 
esty to morality. 

Copies are available. 

+ + « for more details circle 1003, page 143 


Pre-printed Letterheads 
Carry Christmas Theme 


The 1960 holiday kit of pre- 
printed Christmas mailers is avail- 
able from the Rylander Co., Chicago. 

The sample kit contains an assort- 
ment of full-color lithographed let- 
terheads in a Christmas theme with 
matching envelopes and natural- 
color, high-gloss type greeting cards. 
Both letterheads and cards are ac- 
companied with suggested copy 
ideas. 

Each letterhead and card style 
shown in the kit is available from 
stock for immediate shipment. 

. . for more details circle 1004, page 143 


. Product minia- 


Matchbook Model . . 
ture from Globe Office Equipment & 
Supplies Inc., Cincinnati, builds goodwill, 
via its gift of matches in direct mail cam- 
paign. Produced by Lion Match Co., 
Long Island. 





MULTI-COLOR effects of high quality 
are now attainable at LOWER COST 


Cantine’s Esopus Tints Text and Cover 
Stocks add a subdued but richly tinted 
non-glare background to color printing 
which augments the inks without 
changing the tonal values. 


In Nature there is much more green, 
blue, red, yellow and other color than 
plain white; one’s eyes become accus- 
tomed to color. In printing, the use of 
white paper is more traditional than 
scientific. The soft pastel shades of 
Esopus Tints add to the ease and en- 
joyment of reading and the effective- 
ness of illustrations, while reducing 
some of the cost of production. 


LUA, 


CANTINE’'S ESOPUS TINTS 
are made in the following weights and 
sizes, and sold by leading paper mer- 
chants everywhere: 
TEXT 
Canary, Green, Blue, India, Pink, 
Peach, Goldenrod, Ivory 
Basis 23 x 35 25 x 38 35 x 45 
70 119 140 232 
80 — 160 266 
COVER - BRISTOL 
Canary, Green, Blue, India, Pink, Peach 
Basis 20x26 23x29 26x40 23x35 
80 160 205 320 248 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 


PASTEL COATED 


ESOPUS TINTS 
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2-co/or reproduction 
on Esopus Tints india Text 


25 x 38-80 (160M) 
m 
Photo and duo-co/lor 


separations by Pictura, N. Y. 
* 
Produced by Offset on 
23 x 29 A.T.F. Big Chief Press 


“ 
Inks by General Printing Ink Co. 
Red ER 5254 Green ER 5255 





Venline ( Tier 
FOR LETTERPRESS 
Hi-ARTS 
ASHOKAN 
M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 
VELVETONE DULL 
ESOPUS TINTS 
ESOPUS TINTS COVER-BRISTOL 
ESOPUS POSTCARD 
SOFTONE 


FOR OFFSET 
HI-ARTS LITHO C.1S. 
ZENAGLOSS OFFSET C.2S. 
ZENAGLOSS COVER C.2S. 
LITHOGLOSS C.1S. 
CATSKILL LITHO C.1S. 
CATSKILL OFFSET C.2S. 
ESOPUS POSTCARD C.2S. 
ESOPUS TINTS 
ESOPUS TINTS COVER-BRISTOL 
VELVETONE DULL C.2S. 


MULTI-COLOR effects 
of high quality 


are now attainable at LOWER COST 


Cantine’s Esopus Tints—coated for 
fine-screen halftone printing by either 
letterpress or offset — are now economi- 
cally available in a variety of pastel 
shades (canary, green, blue, India, pink, 


ivory, peach, goldenrod) which combine 


novelty, quality and beauty with 
economy. They give the effect of 
two-color printing with only one ink 
impression, or of three colors with two 
impressions. Sold by Cantine merchants 
everywhere. Ask for dummies and prices. 


This side printed in two colors from silk screen artwork by Hon Chew Hee, 
on Esopus Tints India Text 25 x 38-80 (160M). 
Duo-separations by Pictura, N. Y. 

Produced by Offset on 23 x 29 A.T.F. Big Chief Press. 
inks by General Printing Ink Co. Red ER 5254, Green ER 5255 


Janine} PASTEL coateoD ESOPUS TINTS 





The name, the package, the 
advertising and the promo- 
tion are all important parts 
of getting off to a good start. 


By Robert P. Orr 
Advertising Manager 
Red Devil Tools 
Union, N.J. 


You acquire the working sample 
of a new hardware product so revo- 
lutionary that there isn’t anything 
like it anywhere. You test the sam- 
ple, your advertising agency tests 
it, an impartial agency tests it. You 
find out that it works; that the ma- 
chinery to produce it is available. 

But there’s no practical way of 
researching its market. The de- 
cision to produce the tool can be 
made only on the basis of faith, 
backed by hardware manufacturing 
experience that dates to 1872. 

You take the calculated risk, in- 
sured by your faith in modern mar- 
keting techniques. You get to work 
on a crash program to introduce 
the product. 

First, you decide on the need 
that the tool will fill. The inven- 


Packaging plus 
Point-of-Purchase 
Produce Sales for 
a New Product 


tor has thought of it as an ideal 
tool that is all edge—an ideal wood 
scraper. Other experts visualize the 
tool as an ideal rasp. But you your- 
self are convinced you have a su- 
perior abrasive tool that will out- 
perform and out-last sandpaper. 
Your belief is that you can market 
it as a long-lasting, fast-working 
flexible steel sandpaper that will 
sand, rasp, shape, and smooth hard 
and soft woods, plastics, plaster and 
soft metals. 


You Name It . . You need a name 
—an eye-catching name that will 
describe the tool. You noodle the 
problem with your advertising 
agency. They’re experts in eye- 
catching names. They examine the 
thin metal sheet that can be cut 
with a scissors. Its 150 holes per 
square inch form thousands of tiny 
steel cutters punched around the 
hundreds of pores that make the 
tool breathe clean of chips and dust. 

Just like skin, it is. Someone at 
the agency remembers St. George 
and his Dragon. St. George had a 
hard job wearing through the 
dragon’s tough, raspy skin. Why 
not call it “Dragon-Skin”? You take 
it from there. 

Do you promote the devil out of 
Dragon-Skin or add it quietly to 
your line of more than 700 other 


products and let it sell itself? Your 
agency suggests that since the prod- 
uct would be a little hard to define 
because there is no comparable 
product on the market—and it has 
the disadvantage of being available 
in only one degree of coarseness 
which regular sandpaper’ users 
might not take to—perhaps the best 
promotion should be an all-or- 
nothing effort. 

You decide to go all out by 
spending your money on packaging 
and publicity in anticipation of big 
sales as an eye-catching, impulse- 
priced item. 


You Package It . . Your agency 
goes to work on designing the art 
for packages, display boxes, and 
combinations. They work up a let- 
ter to your sales force that an- 
nounces the new product. They pro- 


Bonus Medallion The millionth 
sheet of Dragon-Skin carried this gold 
disc, which was swapped for $100 by a 
do-it-yourselfer in Denver. 


Packaging & Labeling * 75 





PRINT DECORATED 


Protective Papers 
offer the 
cheapest advertising 
space you can buy! 


Don’t miss the best buy in 
advertising by overlooking the 
free space your package- 
wrapped products offer. Thilco 
functional papers and bags 
not only furnish the protection 
you need but provide Print- 
Decorated sales and prestige 
building identification for 
only a few cents more than 
plain papers. 

CHOOSE ANY PAPER YOU 
WANT — Print Decorating can 
be applied to all Thilco 
protective papers and bags 
— Papers for waterproof 
protection, prevention of 
moisture-vapor transmission 
and grease or oil penetration, 
special treatment papers and 
a host of others. 
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For just a few cents more — Westinghouse 
takes advantage of Print-Decorating for 
positive product identification, eye-appeal 
attraction, simplified inventory, unnecessary 
labeling — and gets a traveling advertise- 
ment that stays with the product from fac- 
tory to consumer! 


Thilce FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 
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THILMANY PULP & PAPER COMPANY — 


NEW YORK + CHICAGO + DETROIT + CINCINNATI 
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| The gentle back-and- 
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Animated Display 


forth motion of the 
hand, operated by a 
battery motor, shows 
how easy the product 

is to use. 


duce a catalog page for your jobber 
salesmen. They prepare full-page 
ads in color to announce the new 
tool to the trade. 

You mail the birth announcement 
of the new product to hardware 
and paint retailers, enclosing it in 
a boxed sample of Dragon-Skin. 

Meanwhile, you take the advice 
that for a new product, a publicity 
campaign can carry the load to in- 
form consumers through the con- 
sumer books. Later, you'll go into 
a sustaining advertising program to 
take over the selling when the new- 
ness of the tool wears off. 

Publicity releases go out to an- 
nounce the product, the displays, 
and product literature. Your agen- 


| cy finds a how-to writer who is 


looking for a novel twist on build- 


| ing a coffee table with a minimum 
| of tools and effort. She buys the 


idea of informing her readers about 


| Drakon-Skin. You find yourself in 
| the enviable 


position of being 
credited with developing a product 
that can build something all by it- 
self. 


You Advertise It . . Your agency 


applies its experience that has 
proved your best consumer adver- 


| tising media are the family mag- 


azines and pop books. 
Envelope stuffers prepared by the 


| agency go to your dealers and job- 


bers for mailing. You also decide 


| to stuff them in display boxes for 


shipments of Dragon-Skin and other 
tools in your line. You offer news 
mats and bunting ads prepared by 
your agency. 


| You Promote It . . Your clincher 


is a battery-operated animated dis- 
play styled by the agency. A 
Dragon-Skin holder moves gently 
to show the skin at work. You offer 
it to your sales force for free dis- 


tribution. 


And when you've shipped your 
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millionth piece of Dragon-Skin, 
you enclose a medallion engraved 
with the offer of $100 reward to the 
lucky person who buys it. It’s not 
long before the bounty hunter turns 
in the pelt. The newspapers play 
it up, big. 


You Have A Big Year .. At the 
end of the year, you discover that 
“Dragon-Skin” is fast developing 
into a generic term as a result of 
thousands of mentions in newspa- 
pers and magazines; on radio and 
television. 

You find you’ve scooped the in- 
dustry with this revolutionary 
product. 


> You’ve made history. And -what- 
ever competing product may be in- 
troduced will still be a sales plus 
for you, because your crash pro- 
gram.for promoting Dragon-Skin 
has created a new word in hard- 
ware vocabulary. 

And you share the kudos for a 
selling job well done with your 
advertising agency, O. S. Tyson and 
Company Inc., New York. 44 


Take away the chrome strip and the 
new grille and it’s about the same as 
last year's modell 
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HE’LL KNOW YOU THOUGHT OF HIM 
AS AN INDIVIDUAL 


FOR YOURSELF, FRIENDS AND 
BUSINESS ASSOCIATES. 
COMPLETELY PERSONAL . . . UNUSUAL! 


© Business Gifts © Premiums 
@ Special Awards ® Service Awards 
@ Prizes © Personal Gifts 


SPECIAL OFFER 
Send Your Own Card Now 
For Your Custom Made Tie Bar. 
Oniy $4.95 ($9 Value) 


ACTION ADVERTISING 


397 JERICHO TURNPIKE * FLORAL PARK, N. Y. 





NE PIECE MAILING BOXES 


or Free Sample: 


CHOOSE 
FROM 19 


DIFFERENT SIZES 
x 1% to 8%4x5%x3% 
ge WRAPPING, 
TAPE and STRING 
Flat For Easy Storac 


THE C, J. FOX co. 


236 Aborn Street, Providence, R. I 


to new sales peaks by spot- 
lighting your r advertising 
product or service in 
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Scented Packages Boost 
Comette Hosiery Sales 


A hint of a scent can stimulate 
the lady’s buying response, accord- 
ing to a report from Comette Ho- 
siery Mills on the results of its new 
scented film packaging. 

Comette reports that a switch to 
perfume-scented polyethylene bags 


The Scent of Success . . . Recent experi- 
ment in scented polyethylene packaging 
has resulted in a 10 per cent sales in- 
crease, according to Comette Hosiery 
Mills. 


for its hosiery lines has resulted in 
a 10 per cent sales increase from 
impulse buying. 

The company field-tested the new 
packages two months prior to 
adopting the scented material. Ac- 
cording to William C. Richter, Com- 
ette sales manager, “Initial impulse 
buying was so great during tests 
that we had to use scented film on 
our whole line. It has been used for 
60 days and already we have a 
sales increase of 10%.” 

Comette uses polyethylene bags 
made by Texas Plastics Inc., from 
Petrothene polyethylene resin sup- 
plied by U.S. Industrial Chemicals 
Co. During film manufacturing, 
one-half per cent of perfumed poly- 
ethylene concentrate is included 
with the conventional film grade 
resin before extrusion. The per- 
fumed polyethylene concentrate is 
sold by Fragrance Process Co., New 


York. 44 


Styrene Foam Film 
Introduced by Monsanto 


A new flexible plastic film, man- | 
ufactured from styrene foam, has | 
introduced by the Plastics | 


been 
Div., Monsanto Chemical Co. 
The film, 








“Santofome,” has a | 


they just made 
me vice president 
in charge of 
labels! 


“You don’t believe me? Well anyway, let's . 
say they practically made me Vice Presi- 
dent after | started ordering from Ever 
Ready. We don’t have a label problem any 
more. Ever Ready never lets us down on 
service, quality or reasonable price.” 
Whatever your label requirements, Ever 
Ready can fill the need. Packing, shipping, 
pressure-sensitive, pin-feed “Automat- 
abels,” fund raising, heat seal caution... 
Ever Ready produces every type of label! 
Send today for our amazingly helpful 


idea kit! 


EVER READY LABEL 
CORPORATION 
357 Cortiandt Street, Belleville 9, N. J. 


Gentlemen: 


0 Please send me information regarding 
Red-E-Stik pressure sensitive case his- 
tories. 


00 Please send me information on how to 
swap samples of our label for 100 humor- 
ous labels. 


Company 
Street Address 
City, Zone, State 
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satin-gloss appearance somewhat 
reminiscent of kidskin. It is re- 
ported to have good insulating and 
cushioning qualities in addition to 
being lightweight, non-abrasive and 
grease-resistant. 

The new material is available in 
thicknesses from 0.010’ to 0.030” and 
in rolls 36” wide and up to 7,000’ 
long. The price ranges from $4 to $7 
per 1,000 square feet depending up- 
on type and quantity. 

According to J. P. Skehan, man- 
ager of the division’s Santofome 
products section, this price range is 
in line with the price of most grades 
of paper. 

Santofome has been fully accepted 
for food packages by the Food & 
Drug Administration, according to 
the company. 

Complete information can be ob- 
tained from the Plastics Div., Mon- 
santo Chemical Co., Springfield, 
Mass. 44 


Jim Beam Bottles Pour 
Political Preference 


Hospitality and a 


“straight from 
the shoulder” 


stand regarding po- 


litical ideas are available to the 
consumer in the new line of bottles 
available from the James B. Beam 
Distilling Co., Chicago. 

This opportunity to mix politics 
and alcohol is being offered during 
the election year in the form of 
donkey or elephant styled bottles. 

They are made of genuine china 
and packaged in a clear acetate 
container. The donkey wears a 
flowing tie, watch chain, gray trou- 
sers and black coat; the elephant 
is dressed in green trousers, brown 
coat and carries a watch chain. 44 


New Adhesive Developed 
For Label Protection 


A new adhesive which protects 
labels under adverse weather con- 
ditions enroute or during outdoor 
storage has been developed by the 
Adhesive Div., American Latex 
Products Corp. 

Marketed under the name of 
“Stabond T-325,” the adhesive was 
developed in the Freedlander Re- 
search Laboratories and was first 
used by the armed services for la- 
beling equipment cases, etc., sched- 


uled for outdoor storage. 

It is waterproof, and resists chem- 
ical and fire damage. Under adverse 
weather conditions it tends to keep 
its clarity, not only assuring adher- 
ence, but protecting the original ap- 
pearance of the label. 

It can be applied to galvanized or 
black iron, steel, aluminum, fiber- 
board, plywood, glass, plastics and 
vulcanized rubber. 

Complete technical data can be 
obtained from Adhesives Labora- 
tory, American Latex Products 
Corp., 3341 W. El Segundo Blvd., 
Hawthorne, Cal. 44 


New Bulb Package . . . Standard house- 
hold bulbs will be easier to buy in G-E’s 
new package, where wattage is given 
more prominent play in simpler, bolder 
wraps. Color coding will be used for 
tinted bulbs. 


When the ballots are in and counted it’s ACME who 
is chosen first by industry leaders. No wonder! It’s 
ACME for the highest quality rotogravure cylinders 
for packaging plus national advertising positives and 
preprints. All letter perfect . . . the hallmark of every- 
thing produced by ACME. Join the industry leaders 
who insist on the best and get it always from ACME! 


if it’s Quality ... if it's Delivery ... it’s acme 


bat ‘i 
‘ac ree: gravure aaoulane. inc. 


4001 Industrial Avenue Rolling Meadows, Ill 


. Phone: Clearbrook 5-0200 
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How we got the photo 
Number 23 in a series 


Social Security 


in 3 seconds 


Gay 


Pa 
VAC 
kK 


STIC 
DEODORANT 


Ma 


Point-of-Purchase Pose 


What happens when 

a handsome art director 
agrees to being shot— 
‘“‘iust a picture 

for the layout’’ 


All in the Day’s Work . . . When an art director is also photo- 
genic, lots of pleasant things can happen to him. Here is a 


FRUM 
ART DIRECTOR 


TO STAND-IN 


TO MODEL 


. « « The man in the towel, seen in ads 
as well as in p.o.p. units, just fell into the job. 


George Arnett is art director of 
sales promotional material for Shul- 
ton Inc., New York. 

He is also the well-developed 
gentleman who appears in that com- 
pany’s national advertising. We 
know that George is well-developed 
because he usually appears dressed 
only in a towel. 


> It all started in the early 1950's 
when Shulton was readying its Old 
Spice Men’s Stick Deodorant. Mr. 
Arnett, married, father of three, a 
Shulton employe for 15 years, and 
Adam Grodin, Shulton executive art 
director, were working on prelimi- 
nary layouts. 

Mr. Grodin didn’t think “it was 
time to spend money on models.” He 


looked at Mr. Arnett and _ said 
“You’re a big man, George. Let’s go 
down and take a quick shot of you.” 

They called Angelo Pinto, photog- 
rapher, and told him they were on 
their way. After a stop at a depart- 
ment store to purchase a towel, they 
got to the studio, wrapped George in 
it and after only 20 or 30 minutes of 
shooting got the picture they wanted 
for the preliminary layout. The pic- 
ture was statted into position in the 
layout and presented to top Shulton 
management. 

Not only did the decision makers 
at Shulton like the layout, they liked 
George’s picture. It has been used 
ever since with slight changes. It 
was also used when Old Spice Spray 
Deodorant was introduced. 44 


fraction of the shots taken one sunny afternoon in Central 
Park when the professional model failed to show up. 





SHIVA 


STRETCHES 


YOUR vi Sethe wats ey 
DOLLARS! 


More color per 
tube! More for 
your money! 
Goes Further! 
Versatile! That's 
SHIVA 
NU-TEMPERA 
DESIGNERS 
COLORS 
See them at 
your dealers! 
Write for free 
color card. 


SHIVA ARTIST S COLORS 
433 W. GOETHE ST. 
CHICAGO 10, ILLINOIS 





j @ THREE MODELS 
j @ TWO SIZES 
| @ THREE STYLES 


1 Ga LOcust 8-5085 


or Write Dept. arfor 
I Descriptive Literature 


(which was plenty!) 


First Prize . . . Nick Pappas & Ty Kaus, 
Cunningham & Walsh, New York 


RESEARCHED AND DEVELOPED BY 


MANUFACTURING CO 
140 N. THIRTEENTH STREET 
PHILADELPHIA 7, PA 


At three times the price, 
you can't buy a better luci! 
SOLD DIRECT ONLY 
with a ten day U 
money-back GUARANTEE 
18” 24” focal plate, C 
17”x 23” copy board, 

! Four dia. up or down, 
Hundreds sold to the 
nation’s top firms... 

never a return! 


198” complete with 
Raptar F 4.5 lens 


Send for literature today! A 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO, 1-0637 


u@ ORDER BY NAME 
FROM SPECIMEN BOOK 
SENT ON RECEIPT OF 25¢ 


aT ry 
SM noah 
CTILL ONLY 305 East a6tn st 
oT eee 
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Take one artist, 
add one copywriter, 
remove client, 
think of ads 

for the funnies, 
and this is the result. 


How do you get advertising artists 
and copywriters to keep the comic 
sections in mind as a potential ad- 
vertising medium? One way is to 
get them to produce an ad for it, 
to spend some time thinking about 
the potentials of the funny papers. 

But how do you do this? Puck 
did this with a contest for creative 
people. The rules were simple. Each 
team of two men picked its own 
product category (as long as it was 
in the consumer field), any one of 
the standard spaces, and went 
ahead, with no conferences with 
clients, no account executive inter- 


Me EWLOHEATED OF 
UKE ME CAN GE HITE SMART ROW 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled 
Try us the next time you need 
quantity photos. 


Third Prize . . . Roland Klinger & Rich- eh Oo 


ard Schoch, Compton Advertising, New 8x10 GLOSSY PHOTOS 
York 


<A oee 
cneee ann amane ome, ane 8 GP, 


ference—nothing to get in the way 


of creativity. Copy negatives of your prints, $1.65 
Entries came from all over the ‘ negative. Samples, other sizes, 


country. Some 225 teams entered i Prices on request 
from about 150 agencies, large and MAJOR PHOTO Co. 


Commercial Phot — 
small. Five judges, headed by John 116-118 aaa ie os llinels 
Orr Young, picked the winners on ’ Dept. 0-10 @ Telephone: MI chigan’ 25651 


the basis of originality, selling po- 
tential, expertness of writing and 


visualization. Eighth Prize 

Top prize winners each got a Mimi Hovsepian, 
Plymouth station wagon, with the Mogul, Williams & 
second prize team picking off a ‘ Saylor, New York & 
pair of Valiant sedans. Philco ra- Jay Brothers, 
dios and tv sets went to winners McCann Erickson 
#3 to 20. 44 i New York 


AMERICA’S LARGEST 
ART SUPPLY CENTER 


ASS 
TV eng PADS 


ag <b -¢ S45 S Sh 
le i i hea 


More TV is visualized on our Tom- 

kins Telepad (illustrated) than all 

other pads combined! Send for 

sample page and see why. 

No. 72A 19 x 24 50 we 
o—<_| 


$38.50 dozen 


Write on your letterhead 
for 200 page of 
art supplies — “an En- 
eyclopedia of Artists ee 


a 
ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, WN. Y. 
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SQUARE SLIDES FOR SQUARE SCREENS 
IN COLOR WITH TITLES 


Made from your film strips, 35 mm. 
slides and up to 8” x 10” transpar- 
encies—mixed sizes or all from one 
size. 

Made 2” x 2” superslide. 


Made 2” x 2” special with square 
opening in mount the same height 
and length as the length of a 35 mm. 
opening. 

Made in 2-3%4”" x 2-34" size with 
standard square opening. 

Made with 1, 2 or 3 lines of title 
with up to 40 spaces per line. Titles 
are placed below picture and within 
square opening area. 

We crop, enlarge or reduce your 
transparency to fill the square open- 
ing to best advantage. 

Prices for any above size squares are 
$1.75 per slide of each different sub- 
ject; $1.25 per additional slide; plus 
17¢ per word for setting titles. Titles 
are set once for each different sub- 
ject. 

Above slides are in cardboard mounts; 
if required mounted in glass, add 25¢ 
per slide. 

12 slides minimum order. 


Slides are also made without titles 
and from your art work with or with- 
out titles. 


William J. Bieg, Photographer 


2318 Grove Street, Davenport, lowa 
Phone: 2-6318 


The professional lettering technique 


x 
— 
“ 


Movie Titles Ee 





Write for literature and samples / we 

Stik-a-letter Co. — 

Rt. 2, Bex 1400, Escondide, Calif. 
ATTENTION 


GETTERS! 
Te ema aes 
da a8) 


2 
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PHOTOGRAPHIC __ 
POST CARDS 


Why lose sales when in less than a week's 

time, you can scoop the market by mail with 

new models, No special art work needed. 

Send us your photograph or negative & we'll 

prepare samples without cost or obligation. 
The GROGAN PHOTO CO. 

Dept. AR Danville, Illinois 


Any 
Quantity! 


Quick 


Deliveries 
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North Light Duplicated 
By Light Source Product 


A constant, balanced approach to 
a duplicate of several types of north 
light has been achieved, according 
to the Wheeler-Fullerton Lighting 
Division, Franklin Research and 
Development Corp., Boston. 

The approach is the company’s 
product, Verilux. It consists of eight 
specially designed and colored 40- 
watt fluorescent tubular lamps 
which combine spectral values, 
thereby producing several types of 
true north light. According to the 
company, the correctness of this 
light source has been verified by 
such users as art restorers, art 
museums, printers, retouchers, en- 
gravers, lithographers and artists. 

The Boston company points out 
that under incandescent light you 
get much the same effect on colors 
as bright sunlight—it distorts blues 
and greens by graying them. Fluor- 
escent light, on the other hand, has 
the opposite effect—it distorts colors 
in the yellow to red end of the 
spectrum and of these sources, only 
natural north light lets the eye see 
colors in their true values. Verilux, 
because it reproduces this light, 
will also show colors in their cor- 
rect relationship to one another. 

A sales point of Verilux is that it 
permits broader use of highly 
skilled labor, the company said. In 
many printing plants and artists’ 
and designers’ studios, critical color 
work is seriously hampered on dark 
or cloudy days and almost impossi- 
ble at night. With a Verilux unit, 
work may continue as long as 
necessary, Wheeler-Fullerton says. 

Over-all dimensions of a single, 
standard Verilux unit are 46%x 
23%x8%”". The body of the fixture 
is 18 gage steel. Beneath eight lamps 
is a diffuser of either white, trans- 
lucent Plexiglas, or a plastic egg- 
crate louver. The unit draws 320 
watts of 110-v, 60-cycle a-c cur- 
rent, and can be adapted to other 
voltages and cycles on request. Unit 
cost, depending on application, will 
be approximately $200. 44 





Statmaster Unit Built 
For Trick Photography 


A stat and copy camera, enlarger 
and lucy built into a complete dark- 
room that “tilts and swings” to pro- 
vide unlimited trick effects from 
basic flat copy has been introduced 
by Statmaster Corp., New York and 
Miami. 

Called the Modifiex, it can handle 
every phase of distortion such as 


one-way condensing or expanding, 
curving, circles, perspectives, out- 
lines and cast shadows, bas reliefs, 
sur-printing, etc., according to Al- 
vin Polland, Statmaster president. 

The unit comes in two sizes. 
Model 2 has a 16x20” aluminum 
platen with a scored Flexiglass back. 
The copyboard is equipped with 
two 24” cold-cathode grids in tilting 
reflectors with expansion arms to 
accommodate extra-large copy. It 
also houses a 12x16” built-in, cold- 
light unit for film enlargement and 
reduction. Darkroom size is 5x6x7’. 
Lens is a Goerz 14” Red Dot Artar 
with matching prism. Enlargement 
and reduction from opaque or trans- 
parent copy is 35% in one shot. Cali- 
brated scales assure focus. 

Model 3 is similar in all features 
except for the size of the darkroom, 
camera height and length, platen 
and darkroom equipment. The plat- 
en in this model is 18x24” and the 
darkroom is 8x10x744’. The Model 
3 is equipped with a 19’ Goerz Red 
Dot Artar and matching prism. 

Model 2 is priced at $5,000, with- 
out darkroom and accessories, and 
$6,000 with them. Model 3, without 
darkroom and accessories, is $7,500. 
Prices include delivery, installation 
and instruction plus an initial sup- 
ply of Statmaster paper and chemi- 
cals. The units can be leased with 
option to buy. 44 


Ampto Launches Process 
For Copying, Transfers 


A photocopy negative, combining 
office copying techniques with the 
photographic, engineering reproduc- 
tion and graphic arts field, has been 
introduced by Ampto Inc., Newton, 
N.J. 

The process is called Ampto Pro- 





Here’s a copy of our machine to fol- 
low, but in your drawing, show it 
from the other side! 








ee 


Qualatex* Imprinted 
Advertising Balloons 


y PIONEER 


Fill out and send me this 
coupon and get your file 
containing imprinted bal- 
loon samples to show our 
quality plus all there is to 
know about advertising 
balloons to prove our abil- 
ity to serve you. 


ty hp 


Tested Quality 
MCLG AL 


The Pioneer Rubber Company 

410 Tiffin Road, Willard, Ohio 

Dear Mrs. Wolfe: 

Please send me free “Advertising Balloon Fact File,’ 
containing full color illustrations and prices, ideas, 


ordering instructions and order blank and imprint 
work sheet. 


a 


Address — 


City Se eee 
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Why people are flattered 
to receive smoked turkey 


For nearly a century, smoked turkey has been reserved for the 
few who appreciate the very best. 

Naturally, a person is flattered to receive such a rare delicacy 
as one of our hickory smoked turkeys. These are choice broad- 
breasted young turkey hens... every one of them U.S. Grade A. 
They are ‘slowly smoked over fragrant hickory embers. . . 
delivered tender, succulent, ready to serve. 

One other point: this gift goes home, to be enjoyed by family 
and friends, too! 

This year give the gift of good eating. Write today for a 
brochure on our Hickory House Smoked Turkey. 


HICKORY HOUSE ~ 


Ranch Ham 


REED & ASSOCIATES 
Box 451A, Eau Claire, Wis. 


Please send me brochure and quantity prices: 


NAME 


ve COMPANY 
Choicest cornfed hams are boned 
and de-fatted leaving only the 
heart of the ham. They are 
smoked slowly until fork-ten- 
der, juicy and ready to serve 


ADDRESS 








Why isk bor Winnows ? 


Your sales story can reach the professionals 
who buy or specify in the $3 billion 
promotion, production and 

merchandising market. 


How? 
Advertising Requirements 


In the pages of 
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jection Transfer Negative. The ma- 
terial is described as “a diffusion 
transfer negative of camera speed, 
designed to eliminate costly, time- 
consuming three tray-development.” 
According to Ampto it can be proc- 
essed in a single solution in any 
standard diffusion transfer proces- 
sor. Copies can be made same-size, 
reduced, or enlarged. 

Uses described include a transfer 
to photocopy papers or films, or di- 
rectly to diffusion transfer offset 
printing plates, making film copies 
of drawings or artwork, intermedi- 
ates for whiteprint or silk screen re- 
production, or overhead projection 
prints, and by processing the cam- 
era-exposed negative with positive 
photocopy paper, copies of drawings, 
graphs, blueprints, artwork, and 
similar originals can be made. 

Ampto also claims that Projection 
Transfer Negative may be used in 
offset printing to “save cost and 
processing, opaquing, and stripping 
time in preparation plates.” Paste- 
ups of halftones, line drawings, 
typed or printed text can be printed 
directly from the negative to a dif- 
fusion transfer offset plate. 

The material is coated on two base 
stocks: waterproof (Type 111) for 
use with films and transfer offset 
plates, and 92 gram regular paper 
base (Type 101) for use with stand- 
ard, colored, card, duplex and non- 
waterproof transparent positive pa- 
pers. 44 


Art Sample Folder 
Offered by Sukon 


A folder containing sample sheets 
of artwork by five illustrators is 
being offered by Sukon Inc., New 
York. 

The folder is designed for refer- 
ence by the art user who may need 
advertising or editorial illustrations 
in the styles of the artists. Artists 
represented include Marvin Glass, 
Charles Hornstein, Ernie Henfeld. 
Mike Lowenbein and Armand Wes- 
ton. 

+ + + for more details circle 1005, page 143 


| AUTOMATIC 


Been some time since you brought 
me shopping, George. 





Buying ee a 


* s Vibes See et ~ 
Ke 

U DatA ey 

4 uy 


. se 

S x e me 
aN 

S <i aan 
aoe 
oy Nyy 
CALAN ar. 


ANU NAN A 


ee 
aK Ke RETA XK 


as <3 


By Robert B. Konikow 
AR Managing Editor 


The Postage Stamp, one of the 
sprightlier syndicated house organs, 
tells a story that might bring a 
shudder to many a harassed ad- 
vertising and sales promotion man. 
It seems that some executive de- 
cided to send a subscription for a 
magazine to 28 of his customers as 
a Christmas gift. He told his secre- 
tary to take care of the matter, and 
forgot all about it. Then one day, 
he received 28 copies of the maga- 
zine in his mail. 

It seems that his secretary had 
filled out the order forms in re- 
verse. What each of the customers 
got was a bill for one magazine 
subscription. 

While this story is probably 
apocryphal, it is indicative of the 
trouble a company can get into if 
its Christmas gift problems are han- 
dled improperly. And, things be- 
ing the way they are, it is far 
easier to err in either direction, to 
swerve from the path of greatest 
value, than to find the most effec- 
tive way of setting and carrying out 
a Christmas gift policy for a com- 
pany. 


> One of the greatest dangers, al- 
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As you face the gift buying season, with its problems and 
its decisions, you should find this article, with its discussion 
of buying factors and gift categories, helpful. 


though it probably exists more in 
the minds of people than in ac- 
tuality, is the confusion of a gift 
program with what has been broad- 
ly labeled “payola.” The confusion 
was most rampant a year ago, when 
the tv quiz scandals broke. At that 
time, there was great concern with- 
in the executive gift industry as to 
its effect on business gift-giving. 
Actually, little direct effect was no- 
ticed. Some observers have tended 
to believe that the numbers of both 
givers and gifts stayed about the 
same, but the average amount of 
money seems to have dropped some- 
what during the 1959 purchasing 
season. 

Obviously, there is a danger in 
gift-giving, and one that should not 
be ignored. Just as obviously, there 
is a place for giving gifts. While it 
is difficult, if not impossible, to 
draw up a definition that will make 
a clear differentiation between the 
two, when you come to a particu- 
lar case, it is fairly obvious which 
is acceptable and which is not. 


> The Business Goodwill Advisory 
Council, in a pamphlet entitled 
“Business Gifts at Christmas—Good 
or Bad?”, lists seven rules as the 
keys to success: 


1. Keep your gifts of modest value 


in relation to the importance of each 
recipient as an employe, prospect 
or customer. Extravagant gifts 
smack of bribery. 


2. Choose your gifts individually, 
considering the tastes of each group 
of recipients, or, preferably, of each 
individual recipient. 


3. Choose only high quality gifts 
that are useful, durable and de- 
pendable. 


4. Personalize each gift, if possible, 
with the recipient’s name or initials. 


5. Package each gift attractively 
and securely. 


6. Accompany each package with 
a personal note, greeting card or at 
least a special gift label. 


7. Deliver each gift with a flair, if 
possible—personally or by special 
messenger—and preferably to each 
recipient’s home rather than to his 
office. 


Whether they follow these rules 
or not, about two-thirds of all 
American businesses have a planned 
program of giving gifts to customers 
and prospects. Many more must do 
the same, on a more highly-selec- 
tive basis. Business gift-giving is 
big business, and it will continue 
to be so. There are few companies 
which have felt it possible to aban- 
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What Executives Chose for Themselves 


The Cortif-A-Gift Co,, Evanston, Ill, last year olfered gift certificates in 8 pri yi 
categories, from $4.85 to $40, plus a $5.25 magazine subscription offer. While each — 
Srey Sechated 38 Sage, aly 5 © 9 is on er ee 


of the recipients. Here, ae penn ee 


group, the $4.85 one. 


Sip OF 1 


Car Brush (Roto-Jet) ... — i 

Webster's Dictionary ; 

Jiffy Cabinet (Campro) oe Me eek 
Cards with Goren 


don suddenly a practice of long 
standing. 


> In setting up a gift program for 
your company, or in carrying one 
out, you must constantly bear in 
mind that the only purpose of such 
a program is to build goodwill to- 
wards your company. Most people 
consider a company a cold and im- 
personal thing, and prefer to deal 
with people. A business gift should 
express, as much as possible, the 
personal relationship between a 
person who represents one company 
and a person who happens to repre- 
sent another company. A gift pro- 
gram should be planned to build 
and strengthen this personal rela- 
tionship. 

This means, first of all, that the 
gift should look like a gift. It should 
be presented with some flair, with 
some attempt to recapture the ex- 
citement we all had when children 
on seeing the gaily-wrapped pack- 
ages. 

Then, it should come from an in- 
dividual within the company, rather 
than the company itself. It should 
be given in the name of the com- 
pany, of course, but it should never- 
theless be as much like a personal 
gift as possible. 

Finally, of course, the gift should 
be selected with the recipient in 
mind. This is easier said than done. 
With a long list, no one person can 
know every name well enough to 
select an individual present. This 
means that selection must be shifted 
to people who are closer to the 
names on the list. Each salesman, 
for example, might be made re- 
sponsible for suggesting the per- 
senal interests of his accounts. Dur- 
ing the course of a year, he might 
keep his eyes and ears open to 
learn the man’s hobbies or what 
would please him especially. 


What Should a Gift Cost? .. 
This is an almost impossible ques- 
tion to answer in general. The pur- 
pose of a gift is to gain friendship, 
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to increase goodwill. How much is 
this worth? Your gift should be in 
relationship to its potentials. 

A purchasing officer may have 
two catalogs in his files, both offer- 
ing the same items at the same 
prices. Which does he pick up first? 
The answer is simple: the one 
whose name he remembers with 
the greater friendliness. The prop- 
er gift, properly selected and pre- 
sented, can build such a friend- 
ship. 

One cannot even develop a per- 
centage figure with any meaning to 
it. One cannot say that you should 
spend a given percentage of your 
volume on gifts. Too much depends 
on the relationship that may exist 
between the two companies, or the 
profit margins, or the competitive 
situation in your particular cir- 
cumstances. But the warning is not 
to be too lavish. While a lavish gift 
may be accepted, it may still arouse 
resentment in the recipient, or an 
effort to lean backwards, just to 
show that he was not influenced 
by its presentation. 


How Do You Buy Gifts? . . There 
is no single procedure that can be 
recommended in all situations. 

Some companies pass the respon- 
sibility over to their salesmen or 
branch managers, giving each of 
these men an allowance. This does 
bring the decision nearer to the 
recipient, but it also leads to a good 
deal of overlapping effort, and 
makes it a possibility, at least, that 
some gifts may be selected in other 
than the best taste, and yet are 
given in the name of the company. 
It also may tend to lose the econo- 
mies of quantity purchasing. 

An alternate method is for some 
individual to select a variety of 
gifts, suiting various tastes and at 
various prices. Then each local man 
indicates which gift should be sent 
to each name on his list. 

The most common method, how- 
ever, is for some central person to 
have the responsibility of selecting 


the gift or gifts to be presented 
each year. This individual, often 
the sales promotion manager, sets 
up the criteria for inclusion and for 
the category of gift to be presented, 
while the field men have the job of 
compiling the names from among 
their customers and prospects. 


Where Do You Buy Gifts? .. 
There are almost as many answers 
to this as there are companies giv- 
ing gifts. The alert buyer keeps in 
mind that Christmas will inevitably 
arrive, and misses no opportunity 
to get leads for his gift list. Mag- 
azines like ApvERTISING REQUIRE- 
MENTS, both in their editorial ma- 
terial and in their advertising, are 
often very helpful. They lead not 
only to new items, but also to com- 
panies whose catalogs may contain 
just what you need. 

There are a few trade shows that 
are helpful, although some of the 
most productive shows are open 
only to special groups. There is an 
annual Business Gift Show; the 
premium shows usually have a 
number of gift possibilities, as do 
the houseware shows and the hard- 
ware shows. In many of the larger 
cities there are gift shows, although 
these are usually limited to opera- 
tors of gift shops. Many of AR’s 
gift suggestions (see page 00) were 
discovered at shows. 

But perhaps the single best source 
for executive or business gifts is the 
advertising specialty distributor. He 
has available the products of many 
manufacturers who distribute ex- 
clusively through such jobbers. He 
usually maintains a collection of 
samples which he has chosen at the 
regular trade shows, open only to 
jobbers. He should be, and usually 
is, a storehouse of information on 
where and how to get interesting 
and unusual gifts, items that are 
not usually available through re- 
tail channels. 


What Should You Give? . . There 
is a simple answer to this ques- 
tion—whatever will accomplish its 
purpose of building goodwill—al- 
though that isn’t really helpful. But 
it’s almost impossible to go beyond 
this simple statement without a 
knowledge of your company, its po- 
sition in the industry, its relation- 
ships with its customers and pros- 
pects, and so forth. The following 
sections discuss a number of broad 
categories of gifts, in an effort to 
guide you in your thinking, and 
perhaps to help you avoid some of 
the pitfalls. 


Gift Certificate Plans 


Of recent years, this technique 





Gifts by 
ELURN TH" 
are the most 
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appreciated | 


When you please the customer's wife, 

you please the customer! And gifts by 
FLINT have more “pleasing power," because 
they're known and wanted by virtually every 
woman in America. That's why leading 
companies always SEE EKCO FIRST 
BEFORE CHOOSING THEIR GIFTS! 


EKCO PRODUCTS COMPANY 


PREMIUM SALES MANAGER, DEPT AR-1060 Pat) 
1949 N. Cicero Ave., Chicago 39, Ill. 
Dear Sir: 


Please send me your current illustrated gift price list. 


EKCO ...the greatest name 


in prestige gifts 


Name. 
Company 


EKCO PRODUCTS COMPANY 
Premium & Specialty Sales Division, Chicago 39, lil. 
In Canada—Ekco Products Company (Canada), Ltd. 

376 Birchmount Road, Toronto, Ontario, Canada 


Address. 
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for selecting business gifts has been 
growing, and there are good rea- 
sons for it. The plan itself is sim- 
ple, although various gift certifi- 
cate companies have developed 
slight variations. 

The company issues a catalog, in 
which a group of gifts are de- 
scribed. This is usually attractive- 
ly printed, and comes in a folder 
which identifies the donor. The gifts 
in any one catalog are of the same 
cost, and you can specify which 
price range is to be sent to which 
names on your list. Sometimes you 
handle the mailing, but more often 
you supply the list to the plan 
management, which handles the 
mailing. 

The recipient selects from the 
gifts included in the catalog he gets, 
and indicates which he would pre- 
fer on a business reply card which 
is included in the catalog. The cer- 
tificate company receives the reply 
card and ships, usually from its own 
inventory, directly to the recipient. 
You are then billed according to 
the actual merchandise shipped out. 

There are a number of advan- 
tages to such a technique. Perhaps 
the major one is that all the me- 
chanical handling is taken care of, 
and that you can be sure that the 
recipient is getting something he 
wants, since he has selected it him- 
self. It is hard to think, for example, 
of a pair of pillow cases making an 
acceptable gift, yet a surprisingly 
high percentage of people pick this 
for themselves when given the op- 
portunity. 

The gift certificate plans vary, of 
course, in the gifts they have in- 
cluded in their catalogs, and this 
should be the first consideration 
when choosing a plan to work with. 
Are the gifts being offered what 
you would like to offer your gift 
list? In addition, what does the 
catalog look like? This will be the 
first impression your list gets of 
what you are giving. Will it bring 
credit upon you? Is it well-designed 
and well-printed? Finally, is the 
plan reliable? Does it offer good 
value, well handled and shipped 
promptly and correctly? Check in- 
to the plan’s reputation and ex- 
perience before you sign a contract. 

By letting the recipient pick from 
a list of 12 to 20 items, you can 
make sure that he is getting some- 
thing that he can use and will like, 
but you are sacrificing some in- 
dividuality. He is bound to realize 
that he is getting a mass-produced 
catalog, even if the items it con- 
tains are remarkable for their taste. 
This is, perhaps, better than a gift 
chosen by you, sent out to a large 
list, and not particularly suited to 
anybody, but it will certainly not 
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be as well received as a gift that is 
chosen individually, to meet the pe- 
culiar taste of each name on the 
list. 

Many advertising specialty job- 
bers now have available gift cer- 
tificate plans, some of which have 
the added feature that you can 
make up your own catalog, using 
sets of sheets, already printed, each 
of which describe a single item. 


Liquor 


Liquor has been a traditional gift 
for the Christmas season, especial- 
ly in some industries. It has many 
advantages, but along with them, 
there are some pitfalls. 

In the first place, there are many 
people who do not drink, who would 
resent getting liquor, and who 
would be offended by such a gift. 
Unless you know whether such a 
gift would be acceptable, it might 
be best to stay away from it. 

Brand loyalty is high in this field, 
too. A gift of the wrong label may 
not be welcome. If you want to give 
a bottle of distilled spirits, cer- 
tainly find out the preferred type— 
Scotch, bourbon, etc.—and if at all 
possible, the preferred brand. 

Finally, it is not an easy gift to 
deliver. Liquor cannot be mailed 
nor handled by express. It is even 
illegal to carry liquor across cer- 
tain state lines, since this is re- 
garded as a subterfuge to avoid a 
state tax. You generally must deal 
with a retailer in the city in which 
each recipient lives, and this is 
often difficult. Of course, if your 
list is concentrated in your home 
town, the job is simplified. 

Finally, you will pay full retail, 
or close to retail, prices, even though 
you buy in quantities. In almost all 
states, you must buy through the 
retailer, and the regulations that 
control his activity are rigid and 
detailed. Deals and large discounts 
are generally frowned upon. 

Nevertheless, liquor is given, and 
in quantity. One of the best ways 


of avoiding the various problems 
is to select something very special 
or very interesting—an unusual 
liqueur, perhaps, or a selection of 
fine wines—something which few 
people are likely to have but which 
they would welcome in their col- 
lection. 


Food 


Everybody must eat, and most of 
us enjoy eating. A food gift is a 
very popular selection these days, 
as it has been throughout the years, 
and as it undoubtedly will continue 
to be. But there are some hazards 
to the selection of food as a gift. 

The first is the fact that it is 
eaten and disappears. There is 
nothing but a memory to keep the 
donor’s name alive. For that rea- 
son, the purveyors of gift foods have 
turned to distinguished packaging 
to make their gifts something that 
will serve as a quiet reminder of 
the donor for a long time. A gift 
package of food should have re- 
usable value, in one way or an- 
other. An example of this might be 
a cooler as the container for a se- 
lection of fine cheeses. Even better 
is a combination of foods and re- 
lated items that go together. For 
example, an assortment of salad 
dressings packed in a wooden salad 
bowl. 

Another problem with food gifts 
is that many a business executive 
is overwhelmed by such presents, 
which arrive all at once. If they 
come to more than he and his fam- 
ily can normally eat, he is faced 
with the problem of giving away 
things before they spoil. 

It is advisable to select a gift 
that can keep without special han- 
dling, so that it can be enjoyed when 
the recipient is ready for it, not 
just eaten because somebody has 
to do something about it before it 
goes bad. 

One way out of this dilemma is 
to subscribe to one of the clubs that 
sends out a different food package 


What Executives Chose for Themselves 


tsi ce tmnt uk he sci wet a 8 


added up to a surprising 40% of all orders. 





SHOW IMAGINATION 


... GIVE We : 


Pak-A-Robe. It's a robe. It's a 
cushion. Beautifully fringed 
plaid in the newest, most fash- 
ionable colors. A truly welcome 
gift. 


Pak-A-Seat. The most versatile 
seat robe yet. Fits in boats or 
stadiums equally well. Light- 
weight aluminum frame that 
clamps to most bench type 
seats. 


Faribo for: 
Faribo for: 
Faribo for: 


FARIBO BLANKETS 
BLANKETS © BABY BLANKETS © SPORT AND TRAVEL ROBES BROAD RANGE OF COLORS, STYLES AND PRICES 





Practical Versatility! 
Reflection of Warmth! 
The Out-of-the Ordinary! 


Nationally advertised this 
fall in Holiday, Sports Illus- 
trated, New Yorker and 
Sunset. 


Write Dept. AR for samples 
and information on these 
and other Faribo premium 
ideas. 


Faribault, Minn. 





LOOKING FOR THE IDEAL GIFT 


for Anniversary, Christmas or Business ? 


\md ANODIZED ALUMINUM RULERS 


Gracefully streamlined to carry your company name 
with distinction. “Golden” anodized aluminum finish 


won't rust or tarnish. Feather-light, attractive, 
practical. 


Tid). scozeo ALUMINUM ASH TRAYS 


“Golden” bright! Beautiful gifts you'll be proud to 
give. Anodized aluminum finish won't rust or tarnish. 
M-D Ash Trays look smart in home or office. Choice 
of 3 anodized finishes—-Golden, Silver Bright or Ebony. 


KLANBURG-OD 


Write on your company letterhead for quantity prices 


and full details. 





Last year, L & C Mayers Co., New York, offered five gift certificate catalogs, rang- 
ing in value from $6.50 to $40. The $10 group included 20 items, about the same as 
Se ee oe 
recipients. Here is how the $10 group broke down: 


at intervals throughout the year. Or 
you can send a gift card, announc- 
ing a special gift which will arrive 
later, either on a given date, or 
when the recipient prefers. 

As long as your food gift is of 
good quality, and not too outre in 
its tastes, it is always acceptable. 
Packaged and delivered with a 
flair, it can be an exciting gift, but, 
even if it is not, you can be sure 
that such a gift will offend few. 


Gifts that Bulid 


Some companies have adopted a 
long-range gift program with great 
success. While they do not give the 
same thing year after year, yet each 
year’s gift is a variation of or a sup- 
plement to what they had previous- 
ly given. 

There are many series like this, 
of which glassware is perhaps the 
simplest example. Each year a set 
of glasses is selected, each year of 
the same pattern, but each year a 
different shape or size. One year 
might see a set of iced tea glasses, 
the next of brandy snifters, and so 
on. The recipients build up, year 
upon year, a set of fine glassware. 
Yet each year’s gift is different 
enough to be interesting, without 
running the danger of monotony. 

Glassware is only one item which 
can be fitted into this pattern. There 
are many more: matched sets of 
desktop accessories, personal jew- 
elry, kitchenware, cutlery, leather- 
bound volumes of great books. 
These are especially effective when 
the item is related, in some way or 
other, to the donor’s business. 


For the Home 


“You can please a man most by 
making his family happy,” claim the 
backers of gifts designed for the 
home, and there is much truth in 
what they say. Certainly when men 
have their choice, as in the gift cer- 
tificate plans, a high proportion of 
choices is for this category. This 
is still true, although gift certificate 
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experts claim to see the beginning 
of a trend away from this. 

Just be sure that whatever you 
give is right for the recipient if you 
want him to use it in his house. Re- 
member that he probably already 
has a_ well-equipped house, and 
whatever you send must fit with 
whatever he already has. 

Other than this limitation, and the 
basic characteristics of quality and 
taste, which should always be pres- 
ent, the field is wide open. Almost 
any item you use in a house, from 
a set of bath towels to a package 
of assorted nails and screws, can 
make an acceptable gift, especially 
if special care is given to the pack- 
aging. 


Year Round Gifts 


One way of getting attention is 
by doing something that few other 
people do. And since most compa- 
nies give gifts at Christmas, per- 
haps you can stand out by making 
a practice of giving a birthday gift, 
or a Fourth of July present, or 
something to celebrate the birthday 
of your company. 

Or you can give something that 
keeps on giving throughout the 
year. Magazine subscriptions are a 
popular gift, and have the advan- 
tage of being almost universally ac- 
ceptable. There are also services 
that will send packages of fruit, or 
of candy, or of cheese, or of other 
foods, at regular intervals. Some 
companies specialize in sending a 
gift from overseas every month or 
every two months as directed. 

Each time one of these gifts ar- 
rives, it will serve as a new re- 
minder of the donor. 


For the Office 


Many donors feel that what they 
are trying to strengthen is a busi- 
ness relationship, and that there- 
fore what they should give should 
be something that finds its use in 
the recipient’s office. It should be 


present as a constant, but un- 
obtrusive, reminder of the donor. 

The primary characteristic of a 
gift to be used in the office of an 
executive is its quality. Beyond that 
should come appropriateness. A 
man’s private office, like his home, 
is his own environment, and he 
wants in it only things that fit, not 
your notion of what belongs, but 
his. 

If you are able to find an unusual 
or novel gift, there is, of course, a 
greater chance that it will be used. 
If you decide on something which 
is fairly commonly given, you had 
better be sure that yours is better 
in one way or another than every- 
body else’s, or it won’t get used. 
A man can use, for example, only 
a single engagement calendar. If 
he gets more than one, the less 
convenient ones will not be used 
and will therefore not serve the 
purpose for which they were given. 


Personal Gifts 


Since a gift is basically from one 
person to another, the more it is 
selected especially for the recipient, 
the more effective it will be. We all 
like to get something that shows 
that somebody put some thought in- 
to its selection. 

The simplest way of making a 
gift personal is to put a monogram 
or the name of the recipient on it. 
In addition to appreciating it some- 
what more greatly, the recipient 
is less likely to give it away. 

But imprinting three letters, or 
even an entire name, on a gift is 
not really personalizing it. Most 
executives are sophisticated enough 
to know that imprinting is a fairly 
mechanical operation, done at com- 
paratively little expense. The real 
way to personalize a gift is to find 
something that would be acceptable 
to only one man in the world—the 
one to whom you are sending it. 
This is not easy and the recipient 
knows it, and thus appreciates the 
personal thought that went into its 
selection. 

To do this you have to learn 
something about the man himself— 
his hobbies and his pleasures, his 
likes and his dislikes. This takes 
time and isn’t always possible, but 
the delight and appreciation you 
will garner when you hit upon a 
recipient’s private soft spot will well 
be worth it. 


Little Gifts 


Gifts do not have to be expen- 
sive to be effective. A good ex- 
ample of this is the series of gifts 
sent out by Johnson’s Wax, and de- 
scribed in the article on page 104 of 





this issue. Here the appropriate- 
ness of each gift was what counted, 
not how much or how little it cost. 

If you keep your eyes open dur- 
ing the year, you will come across 
many a new item which will cost 
little, but which would make very 
attractive gifts. What matters most 
is the way in which it is presented. 
A nice package, an attractive card, 
a useful or interesting item, can 
make a far more impressive im- 
pact than a poorly handled, al- 
though more expensive, gift. Use 
thought and imagination and you 
need spend less money. 


> Giving gifts does not have to be 
a headache; it can be fun. And if 
it is fun, if you think as much of 
the recipient as you do of the do- 
nor, it can be effective in building 
goodwill—and isn’t that the pur- 
pose of it all? 

Perhaps the best single rule is a 
simple one: use quality and taste. 
Whatever you give, whether it be 
small or large, inexpensive or high 
in price, let it be the best of its 
kind. Make sure that it is some- 
thing that you yourself would be 
glad to receive, and of which you 
can be proud of being the donor. 
Let your signature on the accom- 
panying card be the place for your 
name; it need not be anywhere 
else. If your gift is appropriate, it 
will not be forgotten. If it is not, its 
presence on the gift will do you no 
good. 

And finally, make sure that the 
way your gift is packed and de- 
livered adds a favorable touch to 
the gift. Don’t spoil a good selec- 
tion by sloppy handling. 

Now—good gift shopping! 44 


Match Books As Ad 
Medium Described 


The “best read book in America” 
is the match book, according to a 
wallet-sized booklet put out by Uni- 
versal Match Corp., St. Louis. 

Basing this premise on the fact 
that 14 billion match books are used 
by Americans every year, Universal 
covers the item in its uses and bene- 
fits as an advertising medium. 
The growing importance of the 
matchbook as a goodwill giveaway 
to customers and prospects is 
stressed in the booklet, which in- 
cludes a list of the types of promo- 
tions in which match books have 
been used, lists statistics on who 
uses them, and outlines distribution 
methods. 

Copies of the booklet are avail- 
able. 

« for more details circle 1026, page 143 





distinctive 
and effective 
business gift 
of the year 


LIFT PEN at REPLACE 
TO WRITE .. PEN . . . paper 


paper returns to 
appears container 
automatically (if not used) . . - 
automatically 


NO WHEELS 
TO TURN! 


NO BUTTONS 
TO PUSH! 
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A unique business gift that increases at-the-desk efficiency . . . sure to be used and appreciated 
all year long. INSTANT PAPER, the first truly automatic note paper dispenser-desk set com- 
bination. It amazes and delights! Imagine, a sheet of note paper glides forth instantly as you 
lift the pen to write. Not one single motion of extra effort! 


Smartly decorative in leatherette gold-tooled finish. Variety of colors to match all standard 


desk sets. First of a line of patented desk-top automation products. Continuity of styling and 
matching accessories guaranteed. WRITE NOW for complete information. 


$398 Includes pen and paper supply. Individually packed in decorative gift box. 
list price (If sample is desired, make request on your letterhead and enclose $2.00.) 


SPECIAL 12-MONTH Monthly replacement packs of note paper offer an inexpensive year 


round continuous promotion. Every sheet imprinted with your name 
plus’ a sales message that may be changed every month. Complete pack- 
PROMOTION PLAN! age includes Instant Paper dispenser, pen, 12 packs of note paper 


imprinting of sales message and monthly mailings. WRITE for details 
AEEO=NOFE ~ 
< = 5 - — x 


220 Fifth Ave., N.Y. 1, N.Y. 
ORegon 9-1950 





ee RO moe MLLEY RED RED mM PERPEERUIT! 


No headline can adequately describe the virtues of Bartlett's 
eons Rio Grande Valley tree-ripe, red blush grapefruit 

. but we can assure you that the most persnickety gourmet 
on your gift list will beam when he (or she) opens the car- 
ton! Grown in our own orchards, handpicked and polished, 
guaranteed delicious. Delicious dozen pack, PP in US, only 
$4.95. Many other packs too. Write for color brochure and 
prices. 


EDWARD E. BARTLETT 


SHIPPER — GROWER 
BROWNSVILLE, TEXAS 





Fortunes for the Taking . . . A parasol full of fortune cookies proved to be a powerful 
traffic builder for an automobile dealer. A few fortunes were good for a pound of coffee. 


Making a Fortune 


with Fortune Cookies 


There is a fascination about a fortune cookie, 
which an ingenious promoter, like this West Coast 
automobile dealer, can put to good use. 


By Ellis Brooks, President 
Ellis Brooks Chevrolet 
San Francisco 


Fortune cookies, and the flimsy 
slip of paper one finds inside them, 
proved to be a fortunate sales pro- 
motional tool for us. 

Our venture in the world of for- 
tune cookies came about on a tie-in 
campaign. 

San Francisco’s huge Bank of 
America used them as the theme of 
one of its highly, successful, ad- 
vertising campaigns. 

Large pictures of the fortune 
cookies were tied in with the mes- 
sage slogan, “And you'll have a joint 
checking account at the Bank of 
America.” 


> This slogan and artwork, prepared 
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by the bank’s advertising agency, 
Johnson & Lewis Inc., San Fran- 
cisco, appeared on outdoor boards, 
king-size bus posters, and display 
cards all over the California-Oregon 
area. 

Looking for a unique promotional 
idea to help us out on a campaign 
to sell more Chevrolet cars (adver- 
tising for the Oakland Zone Chevro- 
let Dealers’ Assn. Inc., of which we 
are a member, is handled by Camp- 
bell-Ewald Co.) we worked out an 
arrangement to tie in with the 
bank’s fortune cookie campaign and 
thus capitalize on its unique pub- 
licity value. 

Inasmuch as our company utilizes 
the bank’s time plan auto financing, 
we felt that it would be a natural to 
put together a cooperative program 
stressing both the purchase of a new 


Chevrolet and financing it through 
Bank of America. 


> This brought us in contact with 
Ernie Louie, a vigorous San Fran- 
cisco Chinatown baker. Mr. Louie, 
working through the Art Blum 
Advertising Agency, San Francisco, 
has embarked on a nationwide cam- 
paign to make the country fortune 
cookie conscious in general, and 
markets, restaurants and specialty 
houses aware of his Lotus-made 
cookies in particular. 

From Mr. Louie’s Lotus Cake Co. 
we ordered 10,000 “custom-made” 
fortune cookies, the bulk of which 
contained the “fortune” that “Now 
is the time to buy your Ellis Brooks 
Chevrolet with a Bank of America 
Time Plan Loan.” 

In addition, several hundred of 
the specially prepared cookies car- 
ried a gift fortune reading “Con- 
gratulations! You have just won a 
free pound of Hills Bros. Coffee.” 


> A huge Oriental parasol was set 
up in front windows of our dealer- 
ship on Van Ness Av., one of San 
Francisco’s major thoroughfares. It 
was filled with the fortune cookies 
and heralded with Bank of America 
fortune cookie display posters. 

The oriental theme was carried 
still further with the placement of 
huge Japanese lanterns and grass- 
cloth floor mats. 

Hundreds of f tial Chevrolet 
customers were lured in by the ar- 
resting display and by the chance to 
win a free pound of coffee. 


> The fortune cookie campaign, we 
felt, was highly successful in that 
it stimulated considerable sales at a 
very low cost, including the cost of 
several hundred pounds of free cof- 
fee which we gave away during the 
two month promotion. 

In addition to the window dis- 
plays, we also promoted the fortune 
cookie idea on the various television 
programs which we sponsor on San 
Francisco and Northern California 
stations, such as “The Sunday Sports 
Spectacular” and the “Douglas Fair- 
banks Presents” show. 

And in the process of this success- 
ful promotion we learned a lot about 
fortune cookies. The small group of 
specialized bakers who produce them 
just can’t keep up with the demand. 


> The Lotus firm, operated by the 
huge 16-member Louie family, has 
been baking 20,000 or more such 
cookies every day and now has ex- 
panded its distribution into the su- 
permarket field. 

Mr. Louie also pioneered in the 
use of the cookies as a medium of 
advertising and sales promotion on 





the basis that a lot of people might 
resist reading the more conventional 
ad but no one has ever been known 
to skip a reading of the fortune they 
find when they crack open a Chinese 
cookie. 

The first venture into advertising 
came when the company printed a 
special message for insertion in 6,000 
cookies purchased by a toothpaste 
maker. 

The fortune in these cookies read: 
“Your fortune lies where the yellow 
went ... send this slip to .. . for a 
free gift.” 


> Following this venture, the Louie 
family expanded the idea to provide 
an advertising medium for beer 
companies, radio stations and the 
Nugget gambling casino at Sparks, 
Nev. There, the cookies are used as 
a form of Keno, with the numbers 
inside the cookies. 


> The patriarch of the Louie clan of 
bakers is 66-year-old Grandfather 
Wing Louie, who works side-by-side 
with Grandmother Louie and many 
of their 16 grandchildren in the 
business which Mr. Wing Louie 
started before World War II, making 
the cookies with an old-fashioned 
waffle iron. Today, the cookies are 
baked semi-automatically on elab- 
orate machines, many of which were 
invented by Edward Louie, a son of 
Wing. 

The cookies are really an adapta- 
tion of the traditional Chinese egg 
rolls and are baked on small, waf- 
fle-like ovens. The batter, consist- 
ing of flour, eggs, sugar, vanilla and 
butter, is poured into the ovens 
which revolve over a gas flame. 


Boss’s Privilege . . . One of the younger 
members of the Louie clan has his own 
way of reducing output. 


The very hot and soft cookies are 
then removed from the oven and 
the slip of paper containing the for- 
tune is placed inside, by hand, after 
which the cookie is shaped and al- 
lowed to cool. 

Every fortune or message, with 
the exception of those which bear an 
advertising or sales promotion 
“pitch” are selected by Ernie Louie, 
who depends on a Thesaurus, a dic- 
tionary, a well-worn copy of Bart- 
lett’s Quotations and books from 
Louie family library of Chinese 
proverbs. 

The Louie family disclaims author- 
ship of four classic messages alleged 
to have been found, somewhere in a 
Chinese fortune cookie: 

@ “Help! I’m a prisoner in a Chinese 
cookie factory.” 

e “Congratulations. You now have 
Asian flu.” 

e “Disregard this message. Tele- 
gram follows.” 

e “We are shipping you collect 10,- 
000 guppies.” 44 


Final Operation . . . The waffle-like batter is poured automatically on the rotating grid- 
dle. They are soft enough when removed to be bent by hand around the fortune slips. 
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Exclustue ! 


for customers or employees 
male or female 


young or old 


Everyone 
enjoys the World’s 
No. 1 Hobby . . . collecting photos. 


PERSONALIZED FAMILY GIFT 

. received with admiration and a 
lasting impression. Do not confuse 
with ordinary snapshot albums, now 
kept in drawers. 


C Family ie nea 


.. . are displayed in the living room 
as a decorative proud possession . . . 
thereby motivating continuous praise 
by the recipients family and guests. 


Patented feature of interlocking, 
golden metal hinge inserts, allows for 
all family “portraits” to be preserved 
as a treasured “Memory Lane.” 


A proud possession in homes of 
the U.S. President 
the Queen of England 
His Holiness the Pope 
.. « Cecil B. deMille, Bing Crosby, Ida 
Lupino, Roy Rogers and many other 
celebrities and executives. 


Prices from $8 to $25 
Recipients names in gold if desired 


Display album inquiries invited 
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By Bette Macon 
AR Associate Editor 


As you look over the gift sug- 
gestions in AR’s business gift 
portfolio, we would once more like 
to remind you that this annual col- 
lection is a suggestion list more 
than anything else. 

Originally started because read- 
ers worried aloud to us about not 


Party N’ Patio Set . . 


. Bright orange and misty gold, set off 
by bold white, in a Gitsware serving set of a triple-insulated 


being able to find anything new, 
different, or even particularly ap- 
propriate, this collection has be- 
come an annual feature. 

These gifts represent a thoughtful 
collection, by AR editors, made 
throughout the entire year. While 
each must stand on its own as new, 
different, or representative of a 
tried and true gift idea, we have 
also attempted to choose gifts from 


Cook ‘N Serve Casserole . 
bright porcelain finish with chrome candle warmer 


AR Editors have visited 
trade shows, pored through 
catalogs, and saved 

press releases, to 

bring you answers to 

W hat shall 


I give this year?” 


the question * 


business houses with more than one 
gift to offer. This gives the reader 
a starting point from which he can 
get in touch with the company and 
select another item from his line 
even more appropriate for his gift 
giving. 

You'll find gift choices ranging 
from family to personal to strictly 
feminine. Prices run the gamut from 
$1 up. 


- Club Aluminum casserole in a 
. Colors 


ice server and 4 double-constructed Therma-glasses. Glasses are 
sweat-proof, keep drinks cold for hours. Made of Super Impact 
Dow Styron. Retail price per set, gift-boxed, $5.95. Gitsware 
Corp., 200 W. Central, Roselle, Ill. 
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include turquoise, yellow, pink and red. Aluminum cooking 
surface. Retail price, $10.95. Line includes dutch ovens and 
serving platters in various sizes. Club Aluminum Products Co., 
825 26th St., La Grange Park, III. 





Open Before Christmas . . . A pre-Chi..imas gift, this Tycoon gift pack- contains 
papers, foils, ribbons and pre-tied bows for gift wrapping. 10-30, $7.10 each, 101- 
250, $6.25. In-between prices available. Ben-Mont Papers, Bennington, Vt. 


Transistor Clock-Radio . . . A miniature Houze Glass Calendar 


. . . A gift for the whole year in a handsome, bent gloss 


3x6x1 Y2” radio with a clock and alarm tray with a 1961 calendar in red and white against a charcoal background. Meas- 
Leather carrying case. Price, $49.95. ures 5x4x¥2”, can have 3 lines imprint. Price, 27¢ to 80¢ each, depending upon 
Pentron, 777 S. Tripp Av., Chicago 24. design and quantity. Houze Glass Corp., Point Marion, Ind. 


50-State Relief Map . . . A new map of the United States, 
framed for office hanging, colorful and easy to read with 
raised relief land formations. Over 4,000 place names shown. 
Price, $9.95. Companion world map, with matching framing 
and color relief, shows 2,500 place names, $9.95. Aero Service 
Corp., 210 E. Courtland St., Philadelphia 20. 


Highlander Fold-Away . . . Versatile folding basket for fam- 
ily outings. Made in authentic plaid with metal bottom, sup- 
ports and handle. Measures 11x17 2x7" when open; folds to 
thin 1%” for convenient storing. Retail price, $4.95; quantity 
prices are available. Fold-Away Basket Co., 105 W. Main St., 
Madison, Ind. 
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UT SET Ua 


AR’s 
PORTFOLIO 
OF GIFT 
= IDEAS 


ae) Manicurist 
America's lappiest Gift! 


Every man and woman (their children too) on 
your list will really appreciate and use the Spruce 
ELECTRICAL MANICURIST . . . the gift that 
gives well-groomed hands for years and years! 
The Spruce performs a complete manicure in 
minutes: shapes and buffs nails, gently loosens 
and removes excess cuticle, smooths fingertips, 
positively eliminates hangnails, splitting and brittle 
nails. 
That's not all! Spruce SAFELY ERASES CORNS 
AND CALLUS FROM FEET, TOO! Ideal for Beauti- 
ful pedicures! 
Your clients and friends who receive the Spruce 
ELECTRICAL MANICURIST will always remember 
YOU as the most thoughtful giver of all! In 
Ivory only. 
WRITE TODAY FOR QUANTITY DISCOUNTS 
AND FREE LITERATURE 
Fully guaranteed » be ies ONLY 
from faulty workmanship ‘ 
or defects in a. $29-% 
Motor unconditionally each : ” : 
guaranteed for 10 years.  complete,ppd. Revere Special . . . A 10” skillet packed 
ABAR MANUFACTURING CO. with a Spice Kit for $11.50. Stainless 
8744 Woodland Ave., Cleveland 4, Ohio C 
"'Precision-Built Products Since 1931” steel, copper bottom. Revere Copper & 


Brass Inc., 230 Park Av., New York 17. 


MANUFACTURER’S CLOSE OUT! 
(Brand new and factory guaranteed) 


$100.00 WALTHAM MEN’S 
17 Jewel Self Winding Watch 


YOUR COST $24.95 plus 10% tax 


The Golfer . . . A sportsman’s gift from 
Gino Paoli’s Italian collection. Hand- 
framed and loomed in a_ lightweight 


wool. Zip front, raglan sleeves. Available 
Instant Paper... A note paper dispenser in natural or black. Sizes, S. M. L. XL. 


which delivers the sheet as you lift the $59.50. Morville’s, 15th & Walnut Sts., 
pen. Leatherette, $3.98. Auto-Note Philadelphia. 
IDEAL FOR 


Corp., 220 Fifth Av., New York 1. 
@ Premiums, Sales Awards, Prizes 


@ Business Christmas Gifts 


Waterproof — Swiss movement — yel- 
low case — steel back — sweep second 
hand — luminous dial — shock and dust 
resistant. 


Samples For Inspection On Memo Billing. 
If Not Rated, Check With Order Please. 


Send For Your Samples Today! 
WRITE — WIRE — PHONE DI. 1-5730 


BENJAMIN WHOLESALE CO. 
16917 Wyoming (Dept. P) Detroit 21, Mich. 


OTHER 17 JEWEL SPECIALS 
$225.00 Elgin Ladies 14 Kt. 12 

dia. White ..........$59.95 plus tax 
$150.00 Gruen Men’s 14 Kt. Self 

— Waterproof, Wr one te a 

° plus . : 

$ 95.00 Gru Men’s Self Wind- Personalized Ceramics . . . A thought- 

a, Witueeee, White 3S Le = Waring’s Guardaire . . . Portable air ful desk gift line decorated with initials 
$ 89.50 Gruen Ladies Gold filled, sanitizer, handsomely styled for reduc- of the recipient. Prices range from 75¢ 
seme Benes ens Set caper plus tax ing room dust, pollen, or smoke. No in- each for the coaster-ashtrays to $7.50 


Waterproof, Wh $19.95 plus tax stallation. Alumi nstruction, 5 Ibs. for the combination cigaret box and 
(WATCHES HAVE EXPANSION BANDS.) . ee Sey 9 Ss 


SEND FOR FREE BUSINESS GIFT CATALOG Price, $39.95. Waring Products Corp., matching lighter. Ad Art Products Co., 
25 W. 43rd St., New York 36. 11406 Euclid Av., Cleveland 6. 





CAMPING KITS AND ROTO SPITS 


GSE 7 ANYWHERE —— 
FITS ANV TYPE GRILLS 


FOR BETTER FUN ON CAMPING TRIPS 


@ LONG LIFE AMERICAN MADE MOTOR 
@ ALL CAMPING KIT UNITS HEAVY NICKEL PLATE FINISH 
@ SATISFACTION UNCONDITIONALLY GUARANTEED 


MANUFACTURED BY 


* 
7 a Rowley « OLE ENGINEERIN : 
Roto-srirs. | foo 


CAMPING KITS 
FLAME PROOF GRILLS 


5 UNITS—A, B, C, D & E—MAKE UP 
THE ROTO-SPIT CAMPING KIT 


Camp Model Blower (E) with Plug On Cord and 
Hang On Hook 


Campers Roto Spit (B) with Plug On Cord, Stand 
Brackets (C & D) Spit Rod and Meat Forks (A) 


Standard Model FIRE MAKER 
complete with Battery Box, 
Handle, Draft Regulator, and 
Hang On Hook. Jet black and 
brass finish. 





Guard your family! 
Fight cancer with a> 
checkup and a check 


Send your contribution to “Cancer,” in care of your local post office AMERI CAN 
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Magnetic Card Set . . . A traveler with 
magnetized board and cards. Cards 
can’t blow or fall off board. Plaid zipper 
case. Beach Boy Jr., one deck, $17.50. 
Magnetic Cards of California, 2314 
Santa Monica Blvd., Santa Monica. 


Endura Navigator . 


Coffee Break . . . An electric cooker for 
making instant coffee, soup, tea, etc. 
Choice of pastel colors. Retails, $6.95. 
Spaulding Industries Inc., 3520 N. 
Spaulding Av., Chicago 18. 


- A rugged watch with a slide rule bezel in addition to the regu- 


lation dial for finding the time anywhere on earth. Golden anodized case, luminous 


dial. Retail, $18.75. Endura Time Corp., 443 Park Av. 


s ae 
z S vie? 
‘ei 4 
en a 2 & 


. The Spartus Twins, 


ae capers 

‘Se had cone : 
Time and Temp. . . 
consisting of an electric wall clock and 


matching thermometer. Gold finish; 
Arabic numeral faces. $12.50. Spartus 
Corp., 2110 W. Walnut St., Chicago. 


, New York 16. 


Ekco Flint Tools . . . Cook and serve 
kitchen tools in ivory melamine dec- 
orated with design of umber and gold. 
Cabinet Susan set is designed to be hung 
under kitchen cabinet. Counter unit also 
available. Gift-packaged, $19.95. Ekco 
Products Co., 1949 N. Cicero, Chicago 
39. 


Large casual 


Hook and eye 
closing. Extra 
large 9” dou- 
ble extensions 
pocket. 


142x113 Yox4 
Go over BIG — give these 


GLAMOUR BAGS 


ONLY $36 A DOZEN 

High quality. Will permanently retain its 
pliable rich texture. It's washable, tough 
and durable, non-inflammable, resists crack- 
ing, abrasions, stains and is water and scuff 
proof. Cleans with soap and water. Several 
attractive styles. Comes in Black, Bone, Tan, 
Gray, Brown and Green. Looks like a $10 
value. 

Also conservative style bags avail- 
able in genuine leather at same price. 
Money back if not fully satis- 
fied. 

Order an assortment TODAY 
—phone, wire or write NOW. 
This is the bag. Sample avail- 
able for only $4.00. 


CENTRAL STATES SPECIALTY, INC. 
222 W. Huron St. — Chicago, Ill. 


An attractively designed memo pad, lux- 
uriously finished cover with scalloped 
edges and a modern pencil. The item con- 
tains a thick pad for telephone notes, 
messages — 1002 uses in the office or 
at home. Each unit comes in a handsome 
gift box. 
QUANTITY AND UNIT PRICE 


100 250 500 1000 5000 
43 41 38 35 32 
imprint of 4 lines of copy 
or your trade mark. 
Available in assorted colors. 
eee 
Also—complete facilities for custom design 
and production of premiums, specialties and 
packaging in flexible vinyl film. Send your 
problems to Major for suggestions, samples, 
estimates and production. 


MAJOR PLASTICS, ine 
122 $. Clinton St. Chicago 6 





Your Customers Will Appreciate 


“PARTI-BIB’’ 


The NEW PROMOTION IDEA That Adds a 
Gay Festive Touch To Holiday Entertaining! 


| 


A DISTINCTIVE HOLIDAY GIFT 
FOR EVERY NAME ON YOUR LIST! 
Set of 12, personalized with last name 
of client, customer or prospect. Large, 
handsomely-designed lettering assures 
quality personalization. Shipped in 
sturdy mailing tube with your mess- 

age enclosed. 


Only Pre-engraved 


$1 .40 names cover 


65 million 
per set, 


t ! 
drop-shipped, last names 
postpaid 6 


* 
Holiday and FREE 


5 other designs for Sample and 
year-round use. complete details 


“PARTI-BIB” 


... for your 


WEN Vea tL) 
USS Se 


Hand polished lacquered black walnut 
= wheel case with brass spokes, Bezel. 
8-day jeweled movement, famous world 
over. Dials are 4'/2 inches silvered brass; 
numerals, wording in black; strike regula- 
tion ship's bells on hour and half hour. Can 
be silenced. Guaranteed. Packed ndivideatty, 
express prepaid to any point in Cont’! U. S. 
Includes Federal Excise tax $112.75 
Non-striking 8-day or 

115 volt elec. model. 

Seven Seas Wrist Watch 

Seven Seas Pocket Watch 


Write for Our Executive Gift Brochure 


JAMES P. WARD, INC. 
1103 French Street 
WILMINGTON, DELAWARE 


AR’s 
PORTFOLIO 
OF GIFT 
IDEAS 


Central Park Set . . . Feminine with a practical twist. Set 
includes two hand towels, two face cloths, or one hand 
towel, bath towel and face cloth. Gift packaged, $2.98. Ely 
& Walker Div., Burlington Industries, St. Louis. 


Lentheric’s Miracle . . . A new scent in 
mist cologne, aerosol packaged. Crystal 
bottle accented by vertical golden bands 
and the Lentheric fleur de lis. Gift boxes, 
retail price is $2 plus tax for 1% ounce 
size. Helene Curtis Industries Inc., 4401 
W. North Av., Chicago 39. 


ee 

Spruce Manicurist . . . An electrical unit 
with instant-change attachments for 
manicures or pedicures. Shapes and buffs 
nails, eliminates excess cuticle, hang- 
nails and callous spots. Guaranteed 
motor and materials. $29.95. Abar Mfg. 
Co., 8800 Woodland Av., Cleveland 4. 





Lion-Face Bag . . An African import 
made with the face mask of a lioness. 
Trim is antelope kid; interior, antelope 
suede. Wholesale, $97.50. Afri-Craft 
Inc., 713 Phillips Av., Toledo 12, O. 


Handy-Hannah Hair Dryer . 


Clown Figurine Venetian glass 
imports from Italy. Variety of designs, 
colors and sizes. Retail prices range from 
$7.75 to $24.95. Import & Export Dis- 
tributors, 17 E. 23rd St., Chicago 16. 


. . Streamline styling in a practical gift. Dryer has four 


controlled heats and attached cap. Extra long cord and shoulder strap leaves hands free 
for other purposes. Retail, $21.95. Landers, Frary & Clark, New Britain, Conn 


e — 


Go oon 


— ) 


Norwegian Silver Hand-applied 
enamel on sterling. Color with gold plate. 
Spoon bowls and fork tines, gold plate. 
$3.20 to $9 per piece. Set prices avail- 
able. Norwegian Silver Corp., 290 Madi- 
son Av., New York 17. 


Custom-Made Trays .. . Fine American 
wood tray with inlaid initial, cut by hand. 
Tray is hand-finished, rubbed and 
sanded. Gothic initials. 26%2x15%2”, 
$14.75. 29Y%4x17%2", $16.45. Sterling 
Mfg. Co., Spring Lake, Mich. 


the One itt 
that DOUBLES 


Your Customer’s 
Pleasure... 


It's Just 
Right 


Exactly what each of 
your customers wants 
... because he selects 
his gift himself. We 
mail him your person- 
alized gift-greeting 
folder which beauti- 
fully illustrates in full 
color about 20 items 
in the price group you 
specify. Six groups... 
$4.65 up to $40.00... 
available. Your custo- 
mer checks his choice 
on a postpaid card 
that is returned to us. 
We send his gift... 
again in your name...carefully packaged, 
fully insured. And report to you what was 
selected by each person on your gift list. 


It's Top 
Quality 


Quality beyond 
compare! Only 
Famous Brand 
Names...grouped 
for known equal 
value...appear in 
your gift-greeting 

brochure. 
Gerham «- Festerice 
lennox -+ Lengines 
Trey - Kedak - Rebesen 
Tayler - Doppelt - Offefers 
Bell & Hewell ~ Fieldcrest 
Schaeffer + Corning Ware 
Springfield + Hvudsen Bey 


FREE 


Write today for 
fact-filled bulletin 


COMPANY | 


Specialists In Quality Incentive Awards 
829 Chicago Ave., Evanston, Ill. « Dept. AR 


Sirs: 
Send me oll the focts on your Christmas Gift Service. 


Nome 


wee aww es aw as ae 
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FOLDING 
OPERA GLASS 


in lots 
of 144 


Leatherette-covered, nickel 
trimmed, opens from %4” thin 
case to become powerful 
pocket-size binoculars. A pres- 
tige gift that will be remem- 
bered and appreciated for 
years. 


72....$1.50  288....$1.25 
44...$1.29  576....$1.23 


Sample $2 


FREE! 40-page catalog 
listing over 250 proven 
executive gifts and ad- 
vertising specialties. 


R.Frank Advertising Specialties, Inc. 
253-8 Center St., Williston Park, N. Y 





LAMP 
CLOCK 


with FOCALIZER “STARE-BREAK” .. . relieves 
Eye strain from constant TV stare and glare 


This T-V Lamp Clock is wholly new in concept! 
Fully automatic self-starting electric clock . 
calculating and —es orery second, min- 
ute, 10 minute and on bold, easy-to- 

“Time ot a Clonee” c numerals. 
Glolite luminescent face GLOWS IN THE — 
Has a comforting ae light for bedroom 
nursery controlled by independent switch. Wal- 
nut plastic case. 54%,” H, 6” W, 312” D. UL 

oved cord and motor. 110V 60 cy., AC. 
individually boxed for reshipping. One year 
Gverantee. 


Priced to Fit Your Premium Budget 


SAMPLES FURNISHED ON REQUEST 
WITHOUT OBLIGATION 


PENNWOOD NUMECHRON CO. 
7249 Frankstown Ave. Pittsburgh 8, Pa. 
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AR’s 


PORTFOLIO 


OF GIFT 
IDEAS 


Western Wagon Wheel. . . A candle-lit chimney lamp centers a Lazy 
Susan wheel spoke server with six Wagner seasonings. Cast iron 
horseshoes support the lamp. Unit can be used on buffet table or 
patio. Gift-packed, greeting card. Minimum orders of three, $13 


each. John Wagner & Sons Inc. 


, 71 E. County Line Rd., Hatboro, Pa 


Meicor Servers . . . Genuine 
walnut trays for party serving 
or table decorations. Optional 
finish of hand-rubbed lacquer 
or oil. Dip and cheese trcy has 
two 5” glazed glass bowls and 
6” decorated tile in center. 
Price $5.50. Companion fruit 
bowl tray comes in two sizes. 
7x30", $5; 5x24”, $4. Other 
types of trays also available. 
Melcor Inc., Calais, Maine. 





Putting Practice Set . . . A golf- 
er’s Christmas gift with a prac- 
tical device for perfecting that 
putt and a variety of party 
foods for home entertaining. 
Gift packaged. Prices range 
from $5.95 each for minimum 
orders of 3 to $4.45 for order 
of 250. Wolferman’s Gifts of 
Good Taste, 3612 Karnes Bivd., 
Kansas City 11, Mo. 





~ 


complete with 


a a ’ 
luxurious 
scotch-grain 
leather case, 
‘ manent. 
uilt-in speaker, 
MARK 3” reel of tape 


Ul and take-up reel. 


Electric Thermo Tray . . . A serving tray that keeps foods stove hot till serving time. PORTABLE AS A CAMERA. OPERATES ON 


Choice of walnut or gold fleck on white surface. Walnut handles. Aluminum frame. 4 FLASHLIGHT BATTERIES: « Weighs just 5 
Carving board surface. $19.95. Cornwall Corp., 48 Wareham St., Boston 18. unds @ Measures 9” x 5” x 4%” @ Records 50 


ours on 4 regular flashlight iatteries e Up to 
90 minutes of play on standard 3” reels of tape. 


Here’s the gift that brings memories 
back ALIVE. The Phono-Trix battery- 
operated portable tape recorder captures 
sounds everywhere...plays back any- 
where. Handsomely encased, durably 
built for years and years of sheer fun 
and pleasure. Doubles as a magnificent 
business tool for recording notes, meet- 
ings, reports, etc. Makes the perfect gift 
for those extra-special people. How about 
giving yourself a Phono-Trix too? 


Other models complete from $79.95 to 
$149.95 list. Dozens of fascinating and 
useful accessories available. 


Depr. AR— 
Matthew Stuart & Co., Inc. 
156 Fifth Ave., New York 10, N. Y. 


Gentlemen: 

I am interested in giving Phono- 
Trix tape recorders as a business 
gift. Please send information. 
rn Ns 
Address__ ss duanbeasielasimaseasbalaiabaalcc clei 
Your Name 

Title 
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eS 
Hickory House Smoked Turkey . . . Ready-to-eat young turkey hens, plump, tender and 
flavorful. Each turkey is 8-10 Ibs., vacuum-packed and holiday wrapped. Also available 
at same price, hickory-smoked trimmed hams in vacuum packs. Pricing, 1-6, $1.25 per 
lb; 51 and over, $1.07 per Ib. Reed & Associates, Box 451, Eau Claire, Wis. 
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Gifts with Personality . . 


. Each of the Christmas gifts used by Johnson is not only 


useful and decorative, but is something that could come only from Johnson. 


W hat Johnson's W ax 


Crives for Christmas 


Here’s how a national company 


has managed to personalize its 


Christmas giving, increase its 


goodwill without straining the 


budget. 


By William R. Gerler 
William R. Gerler & Associates 
Racine, Wis. 


As you look back to the many 
holiday greetings you received dur- 
ing the Christmas season, which 
ones can you recall? A good guess is 
the most unusual, not the most ex- 
pensive. 

The card that opened into the 
shape of an ornament to hang on 
your tree, the pop-up card, the jig- 
saw puzzle card, the personal photo 
card—those which you took home 
to show your family are the most 
easily remembered. The convention- 
al cards were soon forgotten. Even 
the most elaborate and extravagant 
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ones failed to make your Christmas 
card idea file for next season. 

To create a Christmas remem- 
brance that is a remembrance and 
not just a fleeting recognition is 
probably as difficult as putting to- 
gether a broken biscuit. And this is 
particularly true of cards, the most 
popular of all types of Christmas 
greetings. 

Unfortunately, most business 
Christmas cards, despite creative 
efforts to individualize them, are 
“look-alikes.” They arrive in such 
staggering numbers in a short pe- 
riod of time that they soon fall into 
the general maze of color and dec- 
oration of the Christmas season. 
Cards received in one day’s mail are 
almost forgotten the following day. 
The variations as to fold, weight, 
texture, size, color and shape aren’t 
enough to make very many of them 
stand out from others received 
throughout the holiday season. 


> Anyone who has had the re- 
sponsibility for producing the an- 


nual Christmas greeting for his 
company knows the problems in- 
volved. Cards and other types of 
Christmas remembrances, including 
gifts, are items selected largely by 
budget and opinion. And opinions 
are as diversified as the number of 
people involved in the selection. 

The more people who have a voice 
in a Christmas greeting, the more 
complicated the problem becomes. 
Someone once told me he would 
rather spend a million dollars of the 
company’s money for a building or 
new machinery than have the re- 
sponsibility for the company’s 
Christmas greeting. 

Many hours can be exhausted 
collecting card suggestions from 
greeting card salesmen, and if a 
custom-card is desired—a “must” 
with larger companies—layout, art 


When this article was written, Mr. Gerler 
was Public Information Administrator, S. C. 
Johnson & Son Inc. He is now principal in 


a recently-established public relations or- 
ganization. 





and photo costs mount quickly with 
each rejected idea. And no matter 
how outstanding the final card may 
be to the majority, there are al- 
ways some people in every organ- 
ization who will use it with some 
reluctance because it fails to meet 
their own personal taste in cards. 


» Ten years ago, we at Johnson’s 
Wax decided to find another way 
to extend our best wishes to cus- 
tomers and friends at Christmastime 
and overcome some of the problems 
associated with Christmas card se- 
lection. It was felt that any sub- 
stitute remembrance we selected, 
however, should be: 


1. Appropriate and in good taste; 
2. Personalized to the company but 
with a minimum of commercial- 
ism; 

3. Original and unusual; 

4. Suitable for both men and 
women; 

5. Appreciated by all or the ma- 
jority of recipients; 

6. Reusable: 

7. Not duplicated by another com- 
pany as a Christmas remembrance; 
8. Inexpensive so it would not be 
considered as a Christmas gift. 


We examined a number of sub- 
stitutes and found quick acceptance 
to the suggestion of a small red 
plastic record featuring special 
Christmas and New Year music by 
the King’s Men, who were then ap- 
pearing on the Johnson-sponsored 
radio show, Fibber McGee and 
Molly. The King’s Men selected the 
popular Christmas carol, “Beauti- 
ful is the Child,” and the appealing 
New Year favorite, “Dance the Old 
Year Out.” 

Each record was of red vinyl, 
six inches in diameter and carried 
2% minutes of music on a side. The 
recording was made at 78 rpm, the 
most popular record speed at that 
time (1949). 

Special art was prepared for the 
disc labels and on one label space 
was provided for a signature. 

The record was an_ excellent 
Christmas remembrance for our 
business. It was about the same 
price range (15-25¢) as the card we 
had beem purchasing in previous 
years, could be personalized with a 
signature, and had the added fea- 
ture of sound. The subtle tie-in was 
provided in the selection of the 
King’s Men for the recording. 


> Our judgment in substituting a 
record for a card seemed to be a 
wise one. The records were ex- 
tremely popular both within the or- 
ganization and among those who re- 
ceived them. Hundreds of letters of 





1798 
Direct Drive push-button 
WonderCast $26.50 


1797 
Level Wind push-button 
WonderCost $24.95 


2065 
WonderSpin with two 
filled spools $32.50 


Len elie 


2080 
Salt Water 
Spinning Reel $39.95 


Stainless Steel President 
for bait casting $37.50 


1836 Deluxe automatic 
Fly Reel $14.95 


WRITE FOR NEW 
ILLUSTRATED PRICE LIST 


Go Fighing... 


WITH “ALL” YOUR CUSTOMERS! 


Stakespeare 


FINE. FISHING TACKLE 


When your customers go fishing, you can be there 
with a gift of fine fishing tackle from Shakespeare, 
the one name known and cherished by fishermen 
the world over! You can choose with absolute 
confidence any Shakespeare Wonderod, reel or 
line and be assured that your gift of Shakespeare 
tackle will be warmly appreciated by your cus- 
tomers. And, uncompromising Shakespeare qual- 
ity speaks well of you and your firm at the time 
of your gift...and in many years to come. So 
when your customers have “gone fishin’”’, be 
there with a gift of Shakespeare fine fishing 
tackle! (From $5.95 to $45.00) 


a 3 ft OATS 


Pr SRE STE ER 


FAMOUS DOUBLE-BILT® 
Straight-Fiber Tubular Glass 
WONDERODS 


Shakespeare’s patented tubular glass 
process is recognized by fisherman every- 
where as the ultimate in fine rod crafts- 
manship. Tubular glass Wonderods are 
built to taper with strong, small diam- 
eter tip for casting and a power-packed 
butt for hooking and landing fish. 


BALANCED TACKLE SETS 
Appealing combinations of perfectly 
matched rods and reels designed to 
go together for perfect fishing perform- 
ance. Complete outfits 
are available for every 
type of fishing — from 
$19.95 to $49.95. 
© By Shakespeare Co., 1958 
SALT WATER SERVICE REELS AND RODS 


Shakespeare Company, Dept. AR-10, Kalamazoo, Mich. 
Please send illustrated price list and buying data. 


Name 
Address 
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appreciation were received from 
business friends and customers, an 
acknowledgement never previously 
experienced with cards. 

One recipient wrote: “Leave it to 
the Johnson’s Wax Company to do 
the unusual thing. The little record 
you sent me this year is really a 
humdinger.” 

Another wrote us: “Tops in 
cleverness and year-to-year use- 
fulness. Of course, I wouldn’t be 
hinting, but wouldn’t it be marvel- 
ous to have a whole album of them.” 


> There was clairvoyance in that 
letter. We found this form of 
Christmas remembrance so popu- 
lar that it was continued for the 
next three years. 

In the following years, the com- 
pany’s employe singing organiza- 
tions—the Men’s Glee Club and All- 
Girl Chorus—were enlisted to make 
the recordings in recognition of their 
outstanding performance in_ the 
popular Midwest musical competi- 
tion, “Chicago-land Music Festival.” 
In 1950, the Men’s Glee Club was 
awarded first place in the contest; 
the All-Girl Chorus, third, in their 
competition. Using our own employe 
singing groups provided an addi- 
tional intangible value to the rec- 
ord. 

As was established with the first 
record, in each successive year a fa- 
miliar Christmas song was selected 
for one side of the record and a 
seasonal folk tune or New Year 
song selected for the other with 
other variations including the addi- 
tion one year of a special orchestra 
of employes and an employe vo- 
cal quartet. 
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Brown & Bigelow 
St. Paul, Minn. 


La. Imperial 
Cia Mexicana de Cerillos y 
Fosforos, SA, Mexico, D.F. 


Milprint. 
Milwaukee, Wis. 


Western Printing & 
Lithographing Co. 
Racine, Wis. 
Gurley Novelty Co. 
Buffalo, N. Y. 


L. T. Houze Glass Co. 
Chicago 

RCA 

Chicago 


L. S. Toogood Recording Co. 
Chicago 


Rather than losing their popu- 
larity, the enthusiasm for the rec- 
ords increased each year. Increas- 
ing numbers of recipients wrote us 
that they were “looking forward to 
the next Johnson record.” And, be- 
cause they carried special arrange- 
ments and special music, they at- 
tracted the attention of record col- 
lectors. Long after issuance letters 
were received from collectors for 
albums of these records for their 
private collections. 

Furthermore, the shortness of the 
carols appealed to radio stations 
who received them. Many have in- 
cluded them in their permanent 
Christmas music collection and con- 
tinue to play them year after year, 
crediting the Johnson musical 
groups. 


> In 1953, the record as a Christmas 
memento was replaced by a glass 
ash tray, promoted by the manu- 
facturer as a “Christmas card in 
glass.” Because of their smart, mod- 
ern design and unusualness, these 
trays appealed to us. They were 
also transparent and could carry 
our own personal illustration. 

To illustrate it we had made a 
two-color, winter night view of our 
well-known research tower de- 
signed by Frank Lloyd Wright. It 
was a striking drawing. Accom- 
panying it in the mailing was a 
single-fold Christmas card which 
identified the sketch and wished 
the recipient a Merry Christmas and 
a Happy New Year from our com- 
pany. 

The ash tray had an even greater 
appeal than the record. Its all-year 
usefulness and attractive design 


won additional friends for the com- 
pany. One customer wrote: “Less 
than two feet from me across the 
desk sits your good-looking and 
practical ash tray.” Another told 
us, “Many thanks for the unique 
and attractive ash tray. I look for- 
ward each year now to the novel 
Christmas remembrance you send 
out. I must compliment you on your 
good taste.” 


> In 1954, another glass ash tray 
helped to extend the company’s 
Christmas greeting to customers and 
business friends. This tray was of a 
different shape and was illustrated 
with a line drawing of a giant pro- 
totype plastic globe of the world 
which had been erected at the com- 
pany’s international headquarters 
in Racine that year. A small insert 
card was used to describe the globe 
and carry the company’s Christmas 
message. 


> The next memento selected was 
a wax candle, eight inches high and 
molded in the shape of the com- 
pany’s research tower. The shape 
of the tower was ideal for a wax 
candle which was molded in two 
colors, with the red brick of the 
tower alternating with bands of 
white to represent the bands of 
glass. 

Copy on the card carried the fol- 
lowing message. 

“The wax candle has long been 
symbolic of the Christmas season. 
Because our Research Tower, which 
is a symbol of our company, has 
been described as a great glowing 
candle at night, we thought this 
wax replica might appropriately 
serve to convey our good wishes for 
the Holidays.” 

A separate insert card invited 
our friends to see Johnson’s special 
television show “Amahl and the 
Night Visitors” staged by “Robert 
Montgomery Presents.” Included in 
this Christmas show was a camera 
tour of our administration building 
featuring the 50-voice Johnson’s 
Wax mixed chorus. 

The response to the candle was 
overwhelming. Wives found them 
particularly attractive as holiday 
table decorations and told us so. 
“Your gift showed great imagina- 
tion. Your decorative candle graced 
our table on Christmas Day and 
proved to be a wonderful conversa- 
tion piece.” One business magazine 
editor who received it wrote in his 
publication that it was the most 
imaginative greeting he had re- 
ceived that year. Almost 450 people 
wrote to us commenting on this 
memento. 


> The following year the company 





mailed a twin-deck of playing cards 
featuring a four-color illustration 
of the Administration and Research 
Center. These were packaged in a 
colorful Christmas box and execu- 
tives in the company who used them 
enclosed their business cards with 
a personal greeting. 


> In 1958, the company begun what 
may be the first of a series of im- 
ported mementos emphasizing the 
company’s world-wide operations. 

In that year we distributed, as a 
Christmas remembrance, a carton 
of 12 boxes of waxed matches from 
Mexico. Special Mexican Christmas 
art in four colors was carried on 
one side of each box and the words 
Merry Christmas and Happy New 
Year in Spanish on the other. Also 
imprinted on the message side was 
“Johnson’s Wax de Mexico.” 

The copy explained that the little 
Christmas remembrance, in the 
form of waxed matches, came to 
them from across the border as our 
Mexican associates joined us in 
wishing them a very pleasant and 
bright holiday season. 

The matches graced many tables 
throughout the holiday season and 
were frequent topics of conversa- 
tion. They attracted attention be- 
cause the waxed match is not avail- 
able in the United States and, for 
those who toured Mexico, they no 
doubt brought back pleasant mem- 
ories. 

For our company, they carried 
more than a Christmas greeting. 
Each time a match was lighted it 
reminded the person using it of 
Johnson’s Wax. To us this meant 
over five million “impressions.” 


> Last season, in keeping with the 
originality in mementos which has 
become so traditional, a personal- 


Calendar for Gourmets . . . The 1959 
gift was a handsome calendar, featuring 
recipes from the countries in which 
Johnson has distribution. Johnson over- 


seas employes were credited for the 
recipes. 
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744.) OUR NEW COLOR 
Wl 4 BROCHURE 


BOX 83S. COCOA, FLORIDA 
SINCE 1926 


Enjoy the prestige-building luxury of presenting fully person- 
alized gifts . . . at a price you would ordinarily pay for an 
off-the-shelf item. The Colson Letter Tray-Plaque 

is made individually, and carries your client's 

name and address. Gain full value from your 

gift budget with the tremendous ego- 

satisfaction you give your customer 

when you present a gift which 

he knows was created 

especially for him. 


Painstakingly 

hand lettered, this 

fine ceramic tray is care- 

fully annealed for imperish- 

able beauty. Because these 

trays cannot be stockpiled, 

we'll have to have your order 

before Oct. 31. Send in the 
coupon today. 


To: U. O. COLSON CO., Paris, Illinois 

(7 Send me a personalized sample of this tray. Full copy instructions and $10 attached. 
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ized, stand-up or hang-up Interna- 
tional Recipe-Calendar carried the 
Johnson’s Wax greeting. 

Each month of the year featured 
a different Johnson subsidiary com- 
pany—France, England, Germany, 
Argentina, etc.—with a page of 
recipes from that country, selected 
by Johnson people. 

The calendar was illustrated with 
food or cooking and eating utensils 
from each country sketched by the 
famous artist A. N. Noble. 

The recipes had a particular ap- 
peal to wives and women recipients 
and will be retained long after the 
usefulness of the calendar expires. 

“Thanks so much for the hand- 
some and useful calendar,” wrote 
one. “It’s a real beauty—most def- 
initely the kind you keep.” 

Many secretaries, seeing the cal- 
endar, wrote for personal copies. 


> The success we have had at John- 
son’s Wax with novel Christmas 
remembrances presages a long fu- 
ture for this type of greeting. These 
unique seasonal mementos have 
furthered the goodwill of the com- 
pany and carried out a tradition of 
Christmas greeting that has been 
remembered. 44 


Giveaway and Gift Items 
Featured in Tabak Catalog 


A new illustrated catalog featur- 
ing items for a variety of promo- 
tional and advertising situations has 
been released by Marvin Tabak 
Co., New York. 

The catalog is divided into three 
sections featuring the following 
types of items: 
® sales-incentive and 
gifts 
® sales-promotion gimmick devices 
® imprinted advertising specialties 

The gimmick and specialty sec- 
tions of the catalog include items 
for use as direct mail enclosures, 
booth giveaways, etc. 

Copies of the catalog are avail- 
-able. 


. « for more details circle 1027, page 143 


executive 


Amsterdam Pen Premium 
Styled for Prestige Appeal 


A new pen with aristocrat styling 
and a reliability that is guaranteed 
for two years has been introduced 
to the premium field by Amsterdam 
Pen Corp. 

Marketed under the name “Slim 
Pen,” the Amsterdam pen is avail- 
able in black and gold, plus a vari- 
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ety of vivid and pastel shades. Prices 
run from 26¢ each for small quantity 
orders of 100 to 17%¢ each for 
5,000-lot orders. All prices include 
advertising message imprint. 
Complete information can be ob- 
tained from Amsterdam Pen Corp., 
Amsterdam, N.Y. 44 


Sales Incentive Catalog 
Shows Deluxe Wares 


A wide variety of deluxe merchan- 
dise is shown in full-color in the 
new Maritz Sales Builders, St. Louis, 
catalog. 

Raning from porch furniture to 
power tools, the merchandise covers 
personal and family needs from the 
functional to the extravagant. 

The catalog is designed to operate 
in conjunction with a sales incentive 
plan so that each item is bought by 
points awarded to the purchaser by 
his own company. 

- for more details circle 1028, page 143 


Little, But Oh My... 


Product Miniatures Get 
Premium Buyers’ Vote 


Sometime ago AR covered the 
field of product miniatures. In it 
we voiced our humble opinion that 
these miniatures were not only 
good as sales promotion tools, but 
becoming increasingly popular with 


users. 

The following items are goed 
illustrations of the point made 
earlier. They are especially interest- 
ing as premium ideas since they 
keep your product or service sym- 
bol in front of the customer. 


Scale 
Trucks 


Delivery truck 
miniatures in bak- 
ery, fuel, oil, food, 
candy or rug cleaner styles are 
available from Federal Tool Corp. 
Made of break-resistant plastic 
with rolling wheels, the trucks can 
be made in a choice of colors, per- 
sonalized with company name and 
trademark, and are constructed, 
with slots in the top, to serve as 
coin banks for youngsters. 
Complete information can be ob- 
tained from Federal Tool Corp., 
3600 W. Pratt Blvd., Chicago 45. 


Magazine 
Minioture 


A memo dispenser 
that can be made 
to look like a mini- 
ature of a magazine, newspaper, 
program or report cover is avail- 
able from Crestmark Award Co., 
Westport, Conn. 

The unit is made with a special 
feature that pops out a piece of 
memo paper when you lift the cov- 
er and it comes complete with an 
attached pen. 

Complete details can be obtained 
from the company at the above 
address. 


Imported Premiums . . . Among new premiums imported by World-Wide Gifts, Glen 
Head, L.I., are the items shown above. The six-piece forged Solingen scissors set is 
priced at $1 with a U.S. retail value of over $4.50, says World-Wide. The cocktail 
forks have cherrywood handles; price is 50¢ for the set of four. Both items can be 
mailed from abroad directly to U.S. consumers. 





A Cheeklist for 
4 1 Holiday Planning 


To help you avoid the last-minute rush in making holiday 
arrangements, is a checklist, through the courtesy of the 
Dartnell Corp., Chicago. Each of the items listed should be 
checked ‘‘Yes”’ or “‘No,”’ ““‘What to Do,”’ “‘Who Should Do 
It,”’ and finally, a deadline assigned. 


TIME OFF 


Allow shopping time 

If so, notify employes 

Close early December 24 

If so, notify employes in advance 
Close early December 31 

If so, give advance notice 

Need skeleton crew December 24 
Need skeleton crew December 31 
Other time off for skeleton crew 


CHRISTMAS CARDS 


For customers 

For suppliers 

For employes 

For others 

Total number needed 
Budget per card 
Where to buy cards 
Imprinted message or name 
Postage 

Address envelopes 
Mailing date (early!) 
Total cost* 


BUSINESS GIFTS 


Total budget 

For customers 

For others 

All same price or more 
expensive for some? 
Price range of gifts 

Gift wrapping** 

Type labels** 

Enclose business cards** 
Method of distribution** 
Date of distribution** 
Total cost* 


GIFTS FOR EMPLOYES 


Number needed 
Suggested gifts 

Offer choice 

Or same gift to each 
employe 

Budget per gift 

Gift wrapping 
Refrigeration for food gifts 
Date for distribution 

Total cost* 


CHRISTMAS PARTY 


Kind of party 
Poll employes’ preference 


Alternative: Gift to charity, orphanage, 


old people’s home, CARE*** 


If charitable gift, money or donate com- 


pany products 

Time and method of presentation 
Who's in charge 

Planning committee 


GUEST LIST 


Employes only 

Invite husbands and wives 
Employes’ children 
Voluntary attendance 
Estimated attendance 


SELECTING THE SITE 


Office 

Plant 

Hotel, restaurant or club 
Adequate room 

Food service available 
Checking facilities 


Parking facilities 
Adequate washroom facilities 
Guarantee attendance to hotel 


SETTING THE DATE 


Date and time—starting time, 
ending time 


ANNOUNCING THE PARTY 


Announcement 
Invitations 

Printed invitations 
Distribute invitations 
Postage needed 
Reply requested 
Printed reply cards 
Total cost* 


TYPE OF PROGRAM 


Chairman 

Master of ceremonies 
Time allowed for program 
Santa Claus will appear 
If so, rent suit 

Return suit 

“Home talent” show 

Skit 

Actors 

Rehearsal time and place 
Costumes needed 
Costume expense 

Pick up rented costumes 
Return rented costumes 


“Income tax deduction—business ex- 
pense 

**May be done by vendor 

***Income tax deduction—charitable 
contributions 


asippeyd ADPIIOH 





Holiday Checklist 


Stage area or arrangement 
Props needed 

Prop man 

Lighting and sound effects 
Music—piano, record player 
Rent jukebox 

Dancing 

Total cost* 


FAVORS, DOOR PRIZES 


Number of favors needed 
Cost of favors 

Where io buy favors 
Distribution of favors 
Number of door prizes 
Cost of door prizes 

Gift wrapping 
Distribution of prizes 
Total cost* 


PRINTED MATERIAL 


Programs 

Number of programs needed 
How and where printed 
Distribution of programs 
Door-prize tickets 

Number of tickets needed 

How and where printed 
Distribution of door-prize tickets 
Total cost* 


PHOTOGRAPHER 


Employes or commercial 

photographer 

Camera, film, flashbulbs 

Cost of film, etc. 

Set of prints for house organ 

Display prints on bulletin board 
Employes may order prints 

Charge for each picture 

Distribution of ordered prints 

Total cost not covered by sale of prints* 


REFRESHMENTS 


Dinner, supper, luncheon, or “snack” 
Number to be served 

Choose menu 

Main course 

Substitute for those who may not eat 
meat on December 24 (vigil of Christ- 
mas) 

How many meat, fish 

Dessert 

Beverages—coffiee, tea, milk, cocoa— 
estimated number of servings 

Cost of food per person 

Total cost* 


BEVERAGES 


Estimated number of “servings” 
Alcoholic or nonalcoholic 
Punch 

Soft drinks 

Bar area 

Bar equipment—glassware, etc. 
Ice 

Bartenders or servers 

Total cost* 


FOOD SERVICE 


Caterers or employes 

“Sit down” meal or buffet service 
If buffet, ice for cold food 

Steam table or equipment 

to keep hot food hot 

Paper or cloth tablecloths 
Number of tablecloths 

China or paper plates 

Number of plates 

China or paper cups 

Number of cups 

Knives, forks, spoons 

Number of sets of utensils 

Where to buy or rent above items 
Wastebaskets available 


How to insure fast service 
Number of tables needed 
Number of chairs needed 
Tables and chairs supplied 
by caterer 

Rent tables and chairs 
Return tables and chairs 
Total cost of food service* 


DECORATIONS 


Christmas tree 

Ornaments and lights, tinsel 
Trim the tree 

Other decorations—streamers, 
candles, cardboard Santa 
Claus, etc. 

Where to buy or rent decorations 
Buffet table decorations 

Where to buy or rent 

Total cost of decorations* 


THE PARTY’S OVER 


End party on time 

Clean-up squad 

Check lights, doors, windows, etc. 
Arrange to return rented items 
Total cost of party* 

Cost per employe or guest 


POST MORTEM qe 


Employes’ comments 

What made a hit 

What could have been skipped 

or substituted 

Thank committee—via announcement at 
party, notes, and/or recognition in 
house organ 

Suggestions for next year 


“Income tax deduction—business-ex- 
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Attractions Old and New 


. « » Hundreds of thousands of visitors to the International 


Show at New York’s Coliseum found their way to a low-cost, but well-planned ‘’Con- 
cours d’Elegance’’ sponsored by Sports Cars Illustrated. 


A Low=Cost Exhibit 


In a mass public show, 
Sports Cars Illustrated 
had to draw attendance, 
with heavy competition, 
and little money. 


with High Pulling-Power 


Over half a million sophisticated 
visitors came to the International 
Automobile Show at the New York 
Coliseum from April 16-24 to see 
the new products major automobile 
companies had to offer. They were 
captivated instead by an exhibit of 
cars either no longer on the market 
or not likely to be for many years. 

The exhibit, the “Concours d’Ele- 
gance,” a “parade” of elegance, 
featuring the finest antique, classic 
and sports cars ever built, was pro- 
duced by the Ziff-Davis magazine, 
Sports Cars Illustrated. The “Con- 
cours” was surrounded on all sides 
by displays of the major automobile 
companies. 


> Visitors and reporters first visited 
the exhibits of new cars and prod- 
ucts. Who cares about the past 
when the present is so glamorously 
present? And what newspaper edi- 
tor or radio show producer will go 
out of his way to give publicity to a 
magazine when so many important 
advertisers are showing their wares 
at the same time? 

But soon the people discovered 
the “Concours,” and they swarmed 


to it. Before the Auto Show was 
over, more people had visited the 
“Concours” than any other exhibit! 
Reporters who intended merely to 
give the “Concours” perfunctory at- 
tention, lingered there fascinated. 
And newspapers and radio outlets 
gave considerable notice to the dis- 
play of a competitive magazine. 


> The promotional principle used by 
Barkas & Shalit Inc., public rela- 
tions agency, which represents 
Sports Cars Illustrated, could be 
stated this way: 

Americans have been called ma- 
terialistic. But they are also filled 
with latent sentimentality, a spirit 
of adventure, an appreciative love 
of the past. They could make their 
way from the other exhibits to the 
“Concours” without even switching 
emotional gears. 

And it worked. 

The people who came to see the 
new cars were fascinated with the 
antiques, classical models, sports 
cars and experimental autos of the 
“Concours.” When they left the 
“Concours,” they had their appe- 
tites whetted for the new models. It 


was that rarest of all publicity wars 
in which all competitors benefited. 


> The “Concours” itself was actually 
easier to promote than to arrange. 
Many details had to be worked out, 
not only painstakingly, but with 
subtlety and psychological under- 
standing. 

Hannan Wexler, who directed the 
promotion for Barkas & Shalit, had 
only one month to put the show to- 
gether. His primary task was to get 
the cars. 

Working closely with Karl Lud- 
vigsen, editor of Sports Cars Illus- 
trated, and Gerald Martin, general 
manager of the International Auto- 
mobile Show, he sent word to all 
clubs, manufacturers, and famous 
rare-auto owners. Mr. Ludvigsen 
screened most of the best entries; 
Mr. Martin handled the auto com- 
panies who had top antiques or ex- 
perimental cars, while Mr. Wexler 
took personal charge of getting the 
oldest and rarest automobiles. With- 
in a month, 32 of the rarest cars in 
existence had been assembled — 
everything from the oldest running 
car in America to “dream” models 
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perhaps a decade away from pro- 
duction — comprising the most valu- 
able single auto exhibit ever as- 
sembled under one roof. 


> Owners of antique and classic cars 
are a species apart from other car 
owners. The older the car, the more 
they baby it. Put it on display in a 
public place for more than a week? 
What parent would take such a 
chance with his precious infant? 

Through letters and countless 
telephone conversations, Mr. Wex- 
ler managed to stir up the pride of 
these unique and delightful people 
into a constructive promotional 
channel. Your car, he told them, 
will be the envy of everyone who 
sees it. It may even win a contest. 
It will be cared for and guarded 
with love, for Sports Cars Illustrated 
is a magazine that understands the 
love a man can have for a fine car. 

Also, the concept so delighted the 
major automotive companies and 
dealers that many of them contrib- 
uted special non-competitive exhib- 
its. Among these were Peugeot, 
General Motors, Ford, Renault, 
Cooper, Ferrari, Mercedes-Benz, 
Rootes, and Ghia. 

And Auto-Union contributed a 
DKW-750 sedan to be awarded at a 
drawing of free entry blanks sub- 
mitted by anyone attending the ex- 
hibit. This was the single largest 
prize at the International Automo- 
bile Show. Sports Cars Illustrated 
also offered daily prizes of tires, 
gasoline, precision tools, and similar 
automotive accessories. 


> A contest was held for cars in the 
following classes: antique, classic, 
sports cars, competitive racing cars, 
and modified American models. 
Owners came to New York with 
their valuable autos from as far 
away as New Mexico. 

The range of cars exhibited at- 
tracted the attention of some of the 
great names of the automotive world, 
who gladly acted as judges. These 
included automotive writer Ken 
Purdy, Everett Taylor Martin of 
Jaguar, James LaMarre of Peugeot, 
Wolfgang Robinow of Daimler-Benz, 
David Ash of U. S. Inskip, William 
Conrad of The New Yorker, and L. 
Scott Bailey of the Antique Auto- 
mobile Club of America. 

Well known personalities also 
agreed to act as judges. These in- 
cluded CBS television newscaster 
Walter Cronkite and singer James 
Melton, both recognized automotive 
authorities. The distinguished panel 
of judges was completed by W. 
Bradford Briggs, Ziff-Davis execu- 
tive vice president and publisher of 
Sports Cars Illustrated. 

Owners of the cars adjudged best 


Particular Judge . . . Walter Cronkite, 
car enthusiast, inspects one of the last 
of the Mercer Raceabouts (1911-14). 
Behind him is a 1905 Pierce-Arrow. 


in each category of the competition 
won engraved gold and walnut tro- 
phies, and all other entrants received 
engraved medallions for their cars. 


> With variety the key-word of the 
promotion, Mr. Wexler took great 
care in arranging the cars so that 
people not interested in one type of 
automobile would immediately see 
another which appealed to them. 

Sports Cars Illustrated is the 
world’s largest publication devoted 
to sports, compact and imported 
cars. The “Concours” not only ex- 
posed the magazine to many thou- 
sands of important enthusiasts, but 
it presented the publication in an 
unusually fine role without a single 
“hard sell” to any visitor. 


> Summing up, Barkas & Shalit be- 
lieves it has demonstrated five basic 
principles of putting on a trade show 
promotion. 


1. When competing with other top 
companies in the same general field, 
you must provide something differ- 
ent — a contrast that makes you 
stand out. 


2. Items of sentimentality, adven- 
ture, and historic interest are par- 
ticularly effective attention-getters. 
They contrast with the modern and 
are still very much to the point. 


3. Respect the “eccentricities” of 
the people you work with. Play to 
these “eccentricities,” because they 
are usually characteristics of the 
real devotees — a sort of common 
bond of understanding in an indus- 
try. 


4. Variety is the spice of a trade 
show. Since entire families come to 
them, each member, regardless of 
age or sex, should have something 
of special interest at an exhibit to 
interest him or her. 


5. Get yourself a quality product to 
promote. Without it, all genius would 
go for naught. 44 





Intricate Exhibit 
arrives promptly... 
in perfect working order! 


U. S. Steel display components picked 
up in Chicago and Pittsburgh are de- 
livered in New York ready to operate. 


Maytione 


WORLD-Wing MOVERS 


America’s Most Recommended Mover 


@ Electronic intricacy of one major component is the key to the 
automatic strapping exhibit which U. S. Steel’s Supply Division 
entrusted to Mayflower’s moving care. It could easily be damaged 
in transit if not carefully handled. But when Mayflower delivered 
it from Chicago to New York City, it arrived in perfect condition 
and worked the first time it was plugged in. 

This type of service is an every day occurrence with Mayflower’s 
skilled packing and handling, plus the protection and cushioning 
provided by Mayflower’s new “air-ride” van. To save time and 
money, call Mayflower, to move your valuable exhibits. 


Ask for "17 Reasons Why” Booklet... a practical exhibit guide 
AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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Outlet for Energy . . . This indoor rink, at Gimbel’s Philadel- 
phia store, was used to let the kids work off steam while 


It takes courage to give up 800 
square feet of Christmas shop- 
ping space, but Gimbel’s did it, 
and found it paid. 


By Christian Mattie Jr. 
Director of Special Events, 
Gimbels, 

Philadelphia 


Giving up 800 square feet of 
valuable display and floor space in 
a crowded department store at 
Christmas-time doesn’t seem like 
good business. But it is when that 
20x40 area acts like a magnet. It 
alone pulled in over 75,000 shoppers 
during the past holiday season. 

For the last two years, a portable 
ice skating rink has been set up, as 
a special attraction for the holiday 
season, on the fifth floor of our 
Philadelphia store. 
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mother did the shopping. Skating was free to children ac- 
companied by an adult; skates could be rented for a quarter. 


How a Skating Rink 


Helped Build Shopping 


> Full-page ads in local newspapers 
announced the opening of the chil- 
dren’s “Winter Wonderland.” Free 
skating was open to children under 
12 years of age, accompanied by an 
adult. The children could bring their 
own skates, or rent a pair for a 
quarter. Two attendants alternate- 
ly guided the skaters, as skating 
waltzes were piped in. 

With the children safe, Mother 
could sneak off and shop in the toy 
department to buy that surprise 
gift. Or Mom could try on a couple 
dozen hats in peace and quiet with- 
out a child in tow, sweating uncom- 
fortably in his snow suit. 

Sometimes Mom just sat down on 
the spectator benches surrounding 
the 20x40’-rink to rest and recuper- 
ate and regain strength to do battle 
with other holiday shoppers. She 
could watch the kiddies skate, slide, 
and fall; stare at the handsome, 
uniformed attendant; or dreamily 
scan the landscaping of artificial 


snow-covered evergreens and large 
murals of skating scenes. 


>» Setting up the portable rink was 
fairly simple. The work crew spread 
a waterproof canvas inside a wood- 
en frame to form the “tank” for the 
rink. 

Over half a mile of 1” Bethlehem 
Steel refrigeration pipe was installed 
in the rink area and covered with 
about five tons of sand. Styrofoam 
“snow” concealed all outside ropes, 
header boxes and other parts. 

A Frick 10-hp refrigerating unit 
cooled the brine for the rink. A 
brine surge tank was used for mix- 
ing the calcium salt. The entire 
installation was made by Sidney 
Diamond Co., Westbury, Long Is- 
land. One of the unusual job re- 
quirements on this rink was that 
all piping, framing and other pieces 
of equipment could be no longer 
than eight feet to permit handling 
in trucks, elevators and aisles. 44 





ideal for printing ANNUAL REPORTS 


as well as other company literature. 
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Up for Top Award in 
Financial World's yearly 
selection for ‘‘Best in 
Reports” for 1959 is the 
Rochester Gas and Electric 
Corporation Annual Report 
— a Merit Award Winner 
announced in the June 29 
issue — Printed on Poly- 
chrome Dull Coated Book. 


IN COLORS, TOO! 


Choose from India, Pink, Ivory, Blue, 
Green, Canary, Tan or Gray — Basis 
80# or, white — Basis 70-80-100. 
Write for complete Portfolio Kit of 
plain and printed samples. 


It lends an aura of prestige and quality 


and prints beautifully by letterpress or offset. 


POLYCHROME Dull Coated Book offers so many assets to 

the balance sheet of good printing that its selection for use in Annual 
Reports (and other literature) practically insures the best reception. 
Note how clear and legible the numerals, text and halftones appear 
to you on this insert. That's because POLYCHROME was especially 
developed to make the printed page easier to see, read and study 
under artificial light. POLYCHROME presents all printed matter to best 
advantage because its smooth, dull surface eliminates the distortion 
and eye strain of light bounce and glare. In addition, its texture and 
finish are impressive and lend a feeling of value, substance and 
richness to any printed piece. POLYCHROME in white, or a choice of 
attractive colors, offers a wide range of presentation possibilities — 
including advertising for direct mail. 


THE APPLETON COATED PAPER COMPANY 


appleton, wisconsin 


THIS INSERT PRINTED BY OFFSET ON POLYCHROME—25X38-100 





FREE ON REQUEST! _ 


, Of special interest to: COMPANY HEADS 
| ADVERTISING MANAGERS 
PUBLIC RELATIONS MANAGERS 
SALES MANAGERS - ACCOUNT EXECUTIVES 


ga) Get latest facts on one of America’s fastest expand- 
ing premium devices in new full-color presentation: 


CUSTOM PUBLISHING 
for Advertising and Public Relations 


Tells the exciting story of why and_ that other types of advertising and 
how so many well-known companies’ advertising specialties cannot solve 
are now turning to special publica- as well. If you have such a problem 
tions. Shows how they solve a wide or project — and who hasn’t — keep 
variety of special advertising, sales this presentation on hand for imme- 
promotion, and good will problems diate and future reference. 


Write for your copy to 


PRENTICE HALL INC Special Publications Division 
- ’ ° 


Dept. AR-1060, Englewood Cliffs, N. J. 





CURRENT ICCUE 


GLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts professional 
flavor into low-budget paste ups . . . saves time and 
money. Used by ad agencies, art studios, printers and 
industry. Dozens of top quality line drawings every 
month. Ready to use — just clip and pastel! Just jot 
a memo on your company letterhead: ‘Send me the 


current "Clip Book of Line Art’’ on 30-day approval.” 
No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE |. NEW JERSEY 


In a skilled trade that has always been considered 
the last link in mechanical production... 


& A always maintains both 


quality and schedules. 

















= =| PARTRIDGE & ANDERSON COMPANY = 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, MATS, RO.P, COLOR GLASS MATS 
THERMOSETTING MAT PATTERNS AND PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 
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Lucite Adds Glamor 
To Housewares Display 


How do you focus the spotlight of 
attention on an undramatic product? 
Ekco Products Co. did it by display- 
ing its ordinary household gadgets 
imbedded in a solid chunk of clear 
lucite. 

Weighing 65 pounds, and measur- 
ing 24x12x6”, the Ekco exhibit was 
produced by pouring the Lucite into 


a mold. When the solution begin to 
harden, the items to be floated were 
inserted with tongs, like fruit in a 
gelatin mold. 

The brushed-finish base of the ex- 
hibit was hand-made and housed 
two concealed colored fluorescent 
light bulbs. Houseware items en- 
cased in the display were an all- 
metal tea strainer, one-hand egg 
beater, bottle-can-and-jar opener, a 
wall-can opener, a peeler and kitch- 
en tongs. 44 





Toyland in Salesland .. . 


Different distributor pitch by Adams Associates Inc., for 


client, T. B. Wood’s Sons Co., involved the use of blocks and Tinker Toys. ‘’Pitch-Pak’’ 
blocks are put in place by account executive, Loren A. Shinneman, to spell out meet- 
ing message ‘’Tie-in means profits.’ Promotion tools were developed by Close and 


Patenaude, Philadelphia. 


New Edelmann Exhibit 
Styled For Buying 


An example of styling, color and 
adaptability blended into an effec- 
tive exhibit is demonstrated in the 
new trade convention unit designed 
by the J. M. Callan Co., Chicago, 
for E. Edelmann & Co., Chicago. 

Given the problem of creating an 
exhibit that could be adapted to 
the various booth sizes yet be set 
up easily for buyer’s conferences, 
the Callan Co. designed a basic unit 
that would serve well in a variety 
of circumstances. 

Because most exhibit space is 
sold in standard ten-foot widths, 
the Edelmann exhibit was made in 
eight sections keyed for easy as- 
sembly as a display 20’ wide or 
one twice as large. Depth of the 
unit is ten feet. The company name 
is carried across the basic, 20’ 
section, and the two additional ten- 
foot sections—which can be added 
on either side—also carry city iden- 
tification and that of a subsidiary 
organization. 

The colors of turquoise, black and 
white match the recently re-de- 
signed packaging line and the ex- 
hibit walls, of sandblasted plywood, 
are stained light gray to harmonize. 
Eight shadow boxes are positioned 
along the back to display special 
items by means of back-lighted 
photographic transparencies. These 
are removable so different items can 
be shown at will. 

Round conference tables which 
hold merchandise under their glass 


tops are also included in the exhibit 
for buyer conferences. 

For additional display space, the 
exhibit has two display racks placed 
behind the corner tables for pack- 
aged items and two corner cabinets. 
These are black with the Edelmann 
“E” logotype in turquoise. Other 
color accents include a turquoise 
carpet and white fiberglass chairs in 
Danish styling. 

“We are counting on this new ex- 
hibit to give us a beautiful, func- 
tional display at trade shows for 
several years,” says Robert Edel- 
mann, president of the company. 
“It is easy to erect and merchandise 
our line effectively, so that we ex- 
pect this unit to make every show 
a good buying show.” 44 


Convention Hotels Listed 
In Warner Digest 


A listing of independently owned 
and operated hotels with conven- 
tion facilities is available in the an- 
nual edition of the Digest of Con- 
vention Locations, published by 
Robert F. Warner Inc., New York. 

Sixty-five resort and city hotels 
in the United States, Mexico, Can- 
ada and Bermuda are listed in the 
digest with concise information on: 
® meeting and banquet rooms 

hotel capacity 

convention season 

recreational and liquor facilities 

daily room rates 

Copies are available. 

+» « for more details circle 1017, page 143 





MAJOR 
BUYING 
DECISIONS 


for 
materials and 


services used 
in 


PRODUCTION 
PROMOTION 
MERCHANDISING 


are made by 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 
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This film may never win an Oscar...but it may help you win and hold new business 


Here is 35 minutes’ worth of the basic story of 
type and good typography. “Type Tells The 
Story” is an interesting and educational slide 
film that deals with the contribution of good 
typography toeffectiveselling. Through aseries 
of arresting illustrations, you are reminded how 
typographic rightness and attractiveness com- 
pel attention right off the bat. Among many 
other things, you are shown how setting type 
right puts more selling appeal in creative lay- 
out; the why and how of exactly right type face 
for legibility, emphasis, accent, interest and all- 
over appearance. No matter if you are adver- 
tising agent or advertising client, this refresher 
onthe fundamentals of Advertising Typography 
plus its modern creative scope will be an exceed- 
ingly well spent five-and-thirty minutes of your 
time, and the time of your associates. Any ATA 
member, and there are 70 listed on this page, 
will gladly make “Type Tells The Story” avail- 
able to you and other members of your organi- 
zation, on your schedule of convenience. There 
is no obligation or charge. Better Advertising 
Typography is its own reward—for us, for you, 
for anyone who reads—to buy. Call your near- 
est ATA member today. Make a date with a 
great slide film. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
Executive Offices: 461 Eighth Avenue, New York 1,N.Y. 


It pays to set type right at: 


AKRON, ont0, The Akron Typesetting Co.; arLANTA, Georoia, Higgins-McArthur Company; BALTIMORE, MARYLAND, The Maran Printing Co.; poston, Massacuusetts, The Berkeley Press, 
Machine Composition Co., H.G. McMennamin; catcago, tLuino1s, J. M. Bundscho, Inc., The Faithorn Corp., Hayes-Lochner, Inc., Runkle-Thompson-Kovats, Inc., Frederic Ryder Company; 
CINCINNATI, #10, The J. W. Ford Company; CLEVELAND, on10, Bohme & Blinkmann, Inc., Schlick-Barner-Hayden, Inc., Skelly Typesetting Co., Inc., co.umsus, onto, Yaeger Typesetting Co., 
Inc.; DALLAS, TEXAS, Jaggars-Chiles-Stovall, Inc.; parron, on10, Dayton Typographic Service; peNver, coLoraDo, The A. B. Hirschfeld Press, Hoflund-Schmidt Typographic Service; peTRort, 
micuiGaNn, Arnold-Powers, Inc., The Thos. P. Henry Co., George Willens & Company; BOLLYWoop, caLirorniA, Bisch Type, Inc., Nicholas-Preston Company; INDIANAPOLIS, INDIANA, The 
Typogtaphic Service Co., Inc.; KALAMAZOO, MICHIGAN, Mahoney Typographers, Inc.; Los ANGELES, CALIFORNIA, Ad Compositors, Inc., Adtype Service Co., Inc., Advertisers Composition Company; 
MILWAUKEE, WISCONSIN, Arrow Press; MINNEAPOLIS, MINNESOTA, Duragraph, Inc.; NEWARK, NEW JERSEY, Barton Press, William Patrick Co., Inc.; NEW YORK, NEW YoRK, Ad Service Company, 
Advertising Agencies’ Service Co., Inc., Artintype, Inc., Associated Typographers, Inc., Atlas Typographic Service, Inc., Central Zone Press, Inc., The Composing Room, Inc., Composition 
Service, Inc., Diamant Typographic Service, Inc., Graphic Arts Typographers, Inc., Huxley House, King Typographic Service Corp., Linocraft Typographers, Inc., Master Typo Company, 
Chris Olsen Typography, Inc., Frederic Nelson Phillips, Inc., Philmae Typographers, Inc., Royal Typographers, Inc., Frederick W. Schmidt, Inc., Harry Silverstein, Inc., Supreme Ad Service, 
Inc., Tri-Arts Press, Inc., Typographic Craftsmen, Inc., The Typographic Service Co., Kurt H. Volk, Inc.; pH1LADELPHIA, PENNSYLVANIA, Walter T. Armstrong, Inc., Alfred J. Jordan, Ine., 
Progressive Composition Co., Typographic Service, Inc.; prrrsBURGH, PENNSYLVANIA, Davis & Warde, Inc.; PoRTLAND, OREGON, Paul O. Giesey, Adcrafters; ROCHESTER, NEW YORK, Rochester 


Monotype Composition Company ;848 FRANCISCO, CALIFORNIA, Griffin Brothers, Inc.; st. Lours, Missour!, Warwick Typographers, Inc.; SEATTLE, WASHINGTON, Frank McCaffrey ; TORONTO, CANADA, 
Cooper & Beatty Limited. 
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By G. H. Petty 


Bulmer is, sad to say, one of the 
most neglected of typefaces avail- 
able today, probably because no 
companion boldface or condensed 
have been cut to go with it — 
versions which modern-day users 
deem necessary in order to “keep 
in step.” 

In the “Fifty Best Books” of 1958, 
it was used only five times and then 
for display only. Nary a time for 
text. A quick look at the ads in 
“quality” magazines tells us that 
save for the sans-serifs it is used 
as often as many; then, going fur- 
ther down the ladder of quality, we 
find it used a gradually diminishing 
number of times. In direct mail ad- 
vertising and general booklet use, 
especially in those called for a 
sedate, “bookish” style, it is very 
popular. 

What does all this tell us? Simply 
that Bulmer is not a type that can 
interpret every mood and fill all 
needs, but that it must be chosen 
with care and used with discretion. 


> Bulmer is perfectly proportioned: 
2-3-2. Three parts for x-height let- 
ters and two each for ascenders and 
descenders. This permits narrow 
measures to be .n with little or no 
leading with minimum loss of read- 
ability, a factor which few types 
posses. Wide measures, as with all 
type, require more leading. 

It is a beautiful face, if one is 
inclined to regard it in an esthetic 
sense only, one of the most beautiful 


This article has been adapted from “Typo 
Graphic,” the external publication of Ed- 
win H. Stuart Inc., Pittsburgh. 


Combining the best features of Caslon and 
Bodoni, Bulmer is a face that, according to this 
expert, is used far less than its qualities deserve. 


ever cut. It is at home in both tra- 
ditional and contemporary stylings, 
with appeal for the man on the 
street as well as the man in plush 
circumstances. Given a setting that 
is in keeping with its graceful curves 
and ideally proportioned thick and 
thin lines, it can do a job second to 
none. 


> Perhaps the best way to make a 
stab at determining its quality is to 
compare it with two other main 
styles of text type: old style and 
modern; Caslon and Bodoni. 

Caslon, representative of old 
style, has scalloped serifs, gradually 
tapering curves and minimum con- 
trast in weight of thick and thin 
lines. Bodoni is the opposite, with 
flat serifs, sharp break from light to 
heavy in the curves, sharply con- 
trasting thick and thin lines. Bulmer 
is somewhere in between, with the 
best features of each. 

It has an aristocratic look not 
possessed by the other two, almost 
as if more care had been taken in 
its design. Analyzed letter by letter, 
Caslon is down-to-earth, sturdy and 
workmanlike, while Bodoni is more 
mechanical, more perfectly propor- 
tioned and cold. Bulmer has, in some 
fashion or another, retained ali the 
qualities of both. 

Bulmer is, as comparison will 
show, slightly heavier than Caslon 
and a little less than Bodoni (we 
are speaking of the “regular” Bo- 
doni and not Bodoni Book, the 
lighter weight), a weight which 
makes it easy to read when printed 
on coated or calendered papers. In 
that, it far surpasses many other 
popular faces which when so printed 
have a tendency to wash out and 


become even-toned and too gray 
for interest. 


> When printed on, antique stock 
with a rich, sooty black ink, Bulmer 
fairly sparkles. Given an impression 
which just “bites” into the surface, 
Caslon can do as good a job, but 
Bodoni, because of its mechanical 
regularity, wastes away into weak- 
ness. 

Bulmer is fine for advertising if 
a medium-weight effect is desired. 
In display, with generous amounts 
of white space in and around the 
lines, it has the ability to command 
attention pleasantly and with a feel- 
ing of warmth and friendliness with- 
out being forward. 
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WRITE TODAY! 


(£5) ORCHAWAII WL 


py / ORCHIDS OF HAWAII, INI 


A novel way to keep 
telling your promotion 
story. We print your 
company name, trade- 
mark or slogan on 


SPECIAL-TIES 


Launch new products 
and sales themes .. . 
use at conventions, 
sales meetings or as 
premiums. Ideal for 
clubs and uniformed 
employees. Prices 
from 60¢. 


WRITE FOR DETAILS 


Scot lies i, 


Dept. 10R, 401 Fifth Ave., New York 16, N. Y. 











FIRST EDITION OF SHAKESPEARE PRESS APPEARED 


In JANUARY, 


1794 Ano At Once EstrasuisHeD Mr. BuLMer’s 


Fame As The First Practical Printer Of The Day. Dr. Dibdin 


has given a curious and copious list of the “books printed at the 


Shakespeare Press,” 


with judicious remarks, to which we must 


refer our readers, noticing only such as are the most eminent in 
execution. Next to the Shakespeare, perhaps the $1234567890 
MR. NICOL HAD PREVIOUSLY ENGAGED THE SKILFUL 
Talents Of Mr. William Martin Of Birmingham In Cutting Sets 
of types, after approved models, in imitation of the sharp and fine 
letter used by the French and Halian printers, which $1234567890 


Bulmer in Text. . 


. This sample, taken from the Monotype specimen book, shows the 


charm and grace of this typeface. The italic caps are especially pleasant. 


The capitals are compact and, 
save when letters like A and W 
come together, need little or no 
adjusting to obtain a look of even- 
ness. Widthwise, they are about the 
same as Bodoni and a little less 
than Caslon. They can absorb let- 
terspacing if that is desired, but it 
should not be overdone. 

The lowercase is more compact 
than either Caslon or Bodoni, but 
with a look of openness. The count- 
ers of rounded letters, even in the 
small sizes, are sufficient to meet 
any demand. The light lines are not 
so light but that they can be re- 
versed, doubleprinted or screened 
and printed by any method. 


> Then, too, there is that matter of 
serifs which have an old style ap- 
pearance as well as a modern look. 
The bottom serifs are suggestive 
of Bodoni while the top serifs of 
ascending letters look a little like 
Caslon but with not quite as much 
a slant. None of the letters, except 
possibly the g, are guilty of idio- 
syncrasies; neither do they evidence 
conscious striving for affectation, as 
if “forced.” They are well-man- 
nered, graceful and dignified, and 
do not put on airs like a newly rich 
person at a social affair. 

The italic is more distinctive than 
the roman. It is pure calligraphy in 
its best sense: close-fit and fluid. 
The cap K, N, Q, T and Y — pos- 
sibly the & — with their curved, 
graceful lines do not tie in fully 
with the rest of the letters. However, 
these are minor differences which 
may be more personal than general. 

The italic, too, has a feeling of 
femininity that is not apparent in 
the roman, a quality which adver- 
tisers could use to good advantage 
in directing appeals to the ladies. 
For emphasis as a word or a series 
of words, it ties in well with the 
roman, but it should not be used 
too freely by itself and then with 
generous leading and tight spaced 
words. 


The figures are alining — i.e., the 


same height as the capitals — open 
and easy to read, ideal for financial 
reports, bank statements and work 
of that nature. 


> Bulmer blends in well with any 
color of ink; whatever you choose, 
if used correctly, will do a good 
job. This scrivener, for some un- 
analyzed reason, prefers reddish 
brown. 

All these characteristics add up 
to the fact that Bulmer can be used 
more often than has been shown by 
the past. Being of transitional de- 
sign, it can be used to excellent 
advantage with almost any type, 
either as straight matter or display. 
Present indications show that it is 
coming more and more into its own 
as an alternative for the overworked 
Bodoni and Caslon and even for the 
sans-serifs which will probably suf- 
fer the fate of Cheltenham — death 
from over-usage. 


> Historically, Bulmer is the result 
of one of those fortunate comings 
together of a number of individuals 
with one thought in mind: to com- 
bine their talents in producing a 
better product than competitors 
were doing at the time. Ironically, 
the name has been perpetuated as 
a memorial, not to the man who 
designed it, but for the one who 
used it. 

William Martin, the designer, 
learned his trade while in the em- 
ploy of the choleric John Basker- 
ville. His training must have been 
thorough, for Baskerville would 
have tolerated nothing else. Little is 
known of that part of Martin’s ca- 
reer, possibly because Baskerville 
was of such a nature that he hogged 
all the spotlight and forced his 
workers into the dark. 

In 1786, Martin moved to London 
to become punch-cutter to George 
Nichol who was King George III’s 
bookseller. His commission was “to 
cut sets of type after approved 
models in imitation of the sharp 
and firm letter used by the French 
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To get action from 27 million housewives 
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and Italian printers... 

The reference to the French and 
Italian printers must have been to 
the Didots and to Bodoni whose 
work was setting the style through- 
out all that part of the world. Mar- 
tin, however, could not overcome 
the training ingrained in him by 
Baskerville who was a harsh, ex- 
acting master. The type he produced 
was a combination. Research has 
not revealed when and in what it 
was first used, but that is unim- 
portant now. What is important is 
what followed. 


> About that same time John and 
Josiah Boydell, publishers of Lon- 
don, approached George Nichol with 
the proposition to print and publish 
an edition of the works of William 
Shakespeare that would be a credit 
to the bard. 

George Nichol, who was “not a 
bookseller, but a gentleman dealing 
in books,” saw the possibilities and 
began to gather together the nu- 
cleus of a force to produce a na- 
tional edition in which, as stated 
in the prospectus, “splendor of pro- 
duction was to go hand in hand 
with correctness of text.” To do that 
it was necessary to establish a print- 
ing house to do the printing, a 
foundry to cast the type and a 
manufactory to make the ink. Paper 
was not a problem because the 
Whatman mill was able to meet all 
demands. 

Copy was prepared by G. Steev- 
ens and Isaac Read. William Martin 
designed the type and supervised its 
casting. Robert Martin, brother to 
William and former foreman in the 
plant of Baskerville, did the ink, 
using recipes similar to those worked 
out by Baskerville. To complete the 
enterprise, there remained only the 
printer and artist. 

Working in London at that time 
was William Bulmer, a native of 
Newcastle and friend of Thomas 
Bewick, the woodcut artist. A 
chance introduction brought Nichol 
and Bulmer together; Bewick, of 
course, whose Quadrepeds and Birds 
had established a kind of reputation 
for him, was a natural choice to do 
the embellishments. 


> Premises were engaged in Cleve- 
land-row, St. James’s, and in time 
the “Shakespeare Press” was es- 
tablished under the name of “W. 
Bulmer and Co.” The company was 
complete and in the eleven years 
between 1792 and 1802 the nine 
volumes were brought out. It was 
hailed everywhere as a masterpiece 
of bookmaking and put a brake on 
the popularity of Bodoni. 

Of it, Dr. Dibdin in his Biblio- 
graphical Decameron says, in part: 
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“This magnificent edition which is 
worthy of the unrivalled composi- 
tions of our great dramatic bard, 
will remain as long as those com- 
positions shall be admired . . .” The 
public responded as did George III, 
who is held in no high esteem in 
this country, who waxed eloquent 
and even contemplated the creation 
of a royal printing house. 

Thus launched, the Shakespeare 
Press continued in business for 
many years and for the most part 
used Martin’s type. Through that 
quirk of fate which has been men- 
tioned, his name was not given his 
creation but the name of the man 
who used them. After the deaths of 
the various partners, the type’s use 
waned and finally was forgotten. In 
1923 it was recut by Morris Benton 
for American Typefounders and 
later on by the Monotype Company. 
In both cases the Martin originals 
were faithfully followed. 


> It would be well for all of us to 
dig up some of the work done at the 
old Shakespeare Press and study it. 
While we do not have to follow its 
stylings to the letter, much can be 
learned from studying them: the 
use of white space, for instance, and 
how words should be spaced. It 
was this type which enhanced the 
beauty of Bewick’s woodcuts and 
gave him recognition as the greatest 
woodcut artist of all time. 

Just as a reader should never be 
conscious of the words in a message 
but only of the purport, so ought 
that reader never to be aware of 
the type before his eyes. Bulmer, 
used correctly, just about fulfills 
that and all other obligations of a 
typeface. 44 


Amsterdam Folder Shows 
Berthold Foundry Types 


Amsterdam Continental Types 
and Graphic Equipment Inc. is of- 
fering a folder, “A Survey of Types 
Produced by Berthold Type Found- 
ry of Berlin, West Germany.” 


City Bold 
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Included in the typefaces are Re- 
gina, Walbaum, Standard, Derby, 
Tradition, Signal, Boulevard and 
others. 

Copies are available. 

. for more details circle 1025, page 143 
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Making Things Clear . . 


Bann or HINSDALE 


02 797 
S648? 50 
18,000.96 
8,809,501 $3 


5,372.162.18 


$15,310 408 46 


. Realizing that the average annual report, especially of a 


bank, is not understood by the average recipient, the First Natl. Bank of Hinsdale 
(Il.) made a special effort to explain all. Each line of the financial statement, which 
used the center spread, was given a key letter. An explanation, in simple language, 
was printed on a second spread that covered only about 2/3ds of a page. The inside 
of this short page told how to use the statement to determine the condition of the bank. 
The report was prepared by public relations counsel Sam L. Austin Inc., Chicago. 


Halber Introduces 
Retailers’ Font 


A retailers’ font for use on Typro 
photolettering machines in prepar- 
ing grocery ads has been introduced 
by the Halber Corp., 4151 Montrose 
Av., Chicago 41. 

The new font consists of over 160 
frequently used words and phrases. 
such as bottle, gt., 303 can, 400 count, 
etc. are composed at one click, elim- 
inating the need to spell out words. 

According to Halber, by use of 
the Typro, columns of items can be 
justified directly at one setting. In 
conjunction with a stop gage on the 
Typro, numerals, phrases, and prices 
below one another are automatical- 
ly centered in straight columns. 

The retailers’ font is in 8 pt. Al- 
ternate Gothic #2. The font includes 
numerals and dollar and cent signs 
in 24 and 36 pt. Futura Bold Con- 
densed. 44 


Letterguide Company 
Announces Additions 


Two additions to the templet line 
of the Letterguide Co., 2709 O St., 
Lincoln, Neb., have been announced. 

The first is a new series of 92 
templets, extending the range of 
letter sizes from 3/16” to 34” in 40 
of the company’s display and type 
styles. 

The second is “Fine Groove” en- 


graving in the smaller templet sizes 
where greater precision and sharp- 
ness is desired. With no increase in 
price, it is now available in all 
3/16”, 4/16” and 6/16” templets. It 
assures users of near-perfect accu- 
racy and sharpness and cleaner line 
work in all curves, corners and an- 
gles, the company announced. 44 


Philmac Typographers 
Offer 1960-61 Catalog 


The 1960-61 catalog of typefaces 
of Philmac Typographers, New 
York, is now being offered. 

In addition to the more popular 
faces, Philmac has such unusual 
designs as Balle Initials, Chisel, 
Floride, Freehand, Narcissus and 
Moreau-le-Jeune. 

The inside back cover of the 
catalog has a listing of proofread- 
er’s marks, inch to printer’s meas- 
ure equivalents and decimal equiv- 
alents. 


- + for more details circle 1022, page 143 


Publication Describes 
Ads That Pulled Well 


The always-interesting guessing 
game of why some ads outpull 
others is played by Industrial Equip- 
ment News in a new folder prepared 
by the New York-based publication, 
and of interest primarily to those 
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Big or little type problems... 
Warwick Fotosetter 


sives them easily 


Warwick’ Fotosetter type composition 
offers a range and flexibility that 
makes this popular new method of 
producing quality composition 

far and away the most practical. 


From minute composition for a 
hypodermic vial to window banners 
and flip charts, Warwick Fotosetter 
composition is sharp, clean, 

easy to handle and economical. 


Send for a film sample of this 
amazing new method of typesetting. 
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Stevens° 
Fine Fabrics 
Since 


1813 


Since 1813 . . . New corporate trade- 
mark of J. P. Stevens & Co. Inc., textile 
producer, shows the popular Federal mir- 
ror of Colonial America reflecting the 
company’s slogan. The new emblem, al- 
ready featured in the company’s adver- 
tising, will be used on hang tags, labels 
and other printed matter including letter- 
heads, brochures and annual reports. 


concerned with writing copy for the 
advertising of industrial products. 

The folder contains the 12 high- 
est-pulling product ads and the 12 
highest-pulling literature ads that 
appeared in the publication last 
year. 

Page position of each ad, total 
number of inquiries serviced and 
other specific information are also 
shown to help readers determine 
why each was one of the best-pull- 
ing ads of the year. 

Copies of the folders are available. 

. + « for more details circle 1023, page 143 


Amsterdam Folder Shows 
Salto, Virtuosa Types 


A new folder telling the virtues of 
Salto and Virtuosa 1 & 2 has been 
prepared by Amsterdam Con- 
tinental Types and Graphic Equip- 
ment Inc., New York, importers. 

The types are the products of the 
D. Stempel AG Typefoundry, 
Frankfurt am Main, West Germany. 
Karlgeorg Hoefer designed Salto 
and Hermann Zapf, Virtuosa. 


@galto Vistuosa 


Salto is a blend of brush capitals 
and pen-drawn lower case, avail- 
able in 24, 30, 52 and 54 pt. Virtuosa 
follows traditional steel engraving 
style. The compositor has the choice 
between flourishing and _ simpler 
capital letters (Virtuosa 1 and 2). 
It is available in 16, 24, and 30 pt. 

Copies of the folder are available. 
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The !2 Steps of Film Production 


The process of making a motion 
picture has a starting point, and an 
ending place. Production planning is 
the business of making the step-by- 
step production process between the 
start and the end as simple, logical, 
and painless as possible. 

This article outlines one method 
of tackling the job of producing a 
film. We know the method works 
because we’ve been using it a good 
many years—but we make no claim 
to this being the only way. What- 
ever method works best for a pro- 
ducer is the best method for him 
to follow. 

The steps normally are encoun- 
tered in this order— 


1. Decide to make a film; 


2. Work out a clear understanding 
regarding aims and methods; 


3. Prepare a shooting script; 
4. Lay out the production schedule; 
5. Shoot the scenes; 


6. View the processed photo scenes 
and ‘select those to be used; 


This article is adapted from one that 
ran in “The Aperture,” an external pub- 
lication of the Calvin Co., Kansas City, Mo. 


No matter who does each job, every film 


must go through these stages before it is a 


finished production and ready for release. 


7. Order an edge-numbered work- 
print (Using Ektachrome you'll 
probably reverse steps 6 and 7); 


8. Edit the workprint; 


9. Revise the script to fit the edited 
workprint; 


10. Record the sound track; 


11. Provide complete instructions to 
the laboratory; 


12. Preview the answer print. 


Now, let’s go back over our list, 
filling in with more detail. 


> When we decide to make a film, 
the decision usually results from 
some problem or need having come 
to the attention of management— 
and the conclusion that a motion 
picture film will be helpful in 
achieving the desired results. The 
latter may be the training of per- 
sonnel, the selling of products, the 
influencing of the public by factual 
presentation, or any one of a num- 
ber of other items. 

In professional work, this first 
stage is the responsibility of the 
salesman. In internal production 
work, it may be a shared responsi- 
bility between the man supervising 


the film department and his asso- 
ciates in some other department. In 
a broad sense, the internal film pro- 
ducer is also a “salesman.” He has 
the job of providing information, 
guiding thinking, and tying up a 
decision—and what more does any 
salesman do? 


> With the decision made, we start 
in on the stage which is basic to 
film production—we work out a 
clear understanding of aims and 
methods. This includes a number 
of items—what material is to be 
left out, as well as what is to be 
put in. These decisions are not left 
to personal opinion and prejudice, 
but determined on the basis of the 
answers to the following questions: 


1. For whom is the film intended? 
. . . The manner of presenting ma- 
terial will vary, depending on 
whether it is aimed at employes 
only, or a certain section of the em- 
ployes, the prospective buyer or 
present product or service user, the 
club circuit or television’s “general 
public,” ete. 


2. What results are desired? ... 
The presentation of the subject- 
matter will be slanted according to 
the main purpose: work more 
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easily and efficiently? become a 
better salesman? sell more prod- 
ucts? feel happier about working 
here? etc. 


3. What knowledge of the film’s 
subject-matter does the audienee al- 
ready possess? ... We don’t want 
to bore the viewer by detailing 
things he already knows. We do 
want to include all essential mate- 
rial. 


4. What is the budget? ... We don’t 
plan a $10,000 film when we have 
a maximum of $6,000 to spend. Or 
$600. 


5. What is the MUST material? ... 
Let’s find out early, so we can 
either build the script around it, or 
try to reason “wrong” material out 


of the film. 


6. How will the film be distributed 
and used? ... This may affect the 
screen-time, the composition, the 
slant of the writing, etc. 


7. What is the deadline? . . 
ficult to deliver 
ment in 30 days. 


. It’s dif- 
a 90-day assign- 


> When the above questions have 
been answered, and fully discussed, 
it’s time to prepare a_ shooting 
script. Despite some die-hard opin- 
ions, it is easier to plan the film be- 
fore shooting than it is to shoot the 
photography “off the cuff” and then 
put it together. More important, 
the advance planning and scripting 
usually results in a better picture. 

In scripting we want to include 
all the essential material, photog- 
raphy and narrative; we want to 
have this material presented in a 
logical order and interesting man- 
ner; and we want to work out the 
script so that the job of producing 
the photographic material will be 
made as simple as possible. 

The script is a useful tool and 
guide in film production. It aids in 
1) reducing high-flown “movie” 
ideas to practical production work; 
2) arriving at a mutual understand- 
ing on costs, methods, and time re- 
quirements; 3) guiding the crew in 
shooting the pictures; 4) efficient 
planning to reduce production de- 
lays; and 5) reporting progress to 
the man who wants the picture. 

Frequently, a_ script will go 
through a series of stages: film 
treatment, sequence outline, shoot- 
ing script, and then the latter script 
with notes written in during pro- 
duction. This step-by-step script 
progression is helpful, but not all 
film assignments go through these 
same script stages. They vary with 
the assignment and the producer. 
However, the purpose is the same— 
to develop the script to each stage, 


then confer with the film’s “buyer” 
to make sure you and he are in 
agreement before proceeding into 
the next stage. Thus, a minimum 
of preparation time and effort will 
be wasted. 


> When the shooting script has been 
approved, we're almost ready to 
shoot pictures—but not quite. It'll 
save us a lot of work if we first 
take time to lay out the production 
schedule. 

In most production assignments 
there are ways in which we can 
save time and make the job a little 
easier. Thus, if we have a half dozen 
different locations to shoot, let’s 
find out 1) where they are and how 
we get there; 2) which are ready to 
shoot now and which will be ready 
later on; 3) whether any of the ma- 
terial to be photographed needs to 
be painted or repaired, etc.; 4) 
whether or not we have the neces- 
sary permissions and clearances; 5) 
whether interiors or exteriors and 
how big the latter are, so we’ll know 
what lights, cable, reflectors, etc., 
we'll need—and so on. 

Along the same lines, special set- 
ups, animation, titles, all take time 
—so, get them started early. Pro- 
duction planning pays off. 


> Now, we are ready to shoot the 
scenes. There are volumes already 
written on motion picture photog- 
raphy and every camerman has his 
own ideas, but—here are a few 
suggestions. 

First, use a take-board—a slate 
on which can be written the num- 
ber of the scene (as numbered in 
the script) and the number of the 
take (using a separate number for 
each exposure of identical subject- 
matter safeguards against confu- 
sion later on). If you can’t slate the 
scene, black out a few frames for 
a clear visual separation of the sep- 
arate takes. Single hot-frames are 
hard to spot in editing. 

Many producers have printed on 
their slates the name of the com- 
pany, and have spaces for the pro- 





duction number or title of the film 
being shot, name of the cameraman, 
location, etc. Suit yourself. But put 
on the slate everything you need 
to have there, nothing you don’t 
need—a slate can be so crowded 
with information that it becomes 
difficult to read. 

Second, always remember that 
we are producing a motion picture 
and not shooting a series of sep- 
arate stills. With this in mind, you'll 
be more likely to have movement, 
connecting action, varying angles, 
etc.—the things which give a mo- 
tion picture pace, clarity and in- 
terest. 


> As the film comes back from proc- 
essing, view the photo scenes and 
select those to be used. Most pro- 
ductions wind up with at least four 
times as much footage shot as there 
will be in the edited picture—and 
the ratio has gone as high as 10 
to 1, or 20 to 1. In viewing the 
photography, you'll find that some 
takes have been spoiled by bad ac- 
tion, wrong exposure, light flares, 
or other reasons. Keep a list of the 
scenes as you project each roll— 
writing down the scene and take 
numbers plus your comments. Then, 
cut out all the scenes and takes 
you will not use, and splice to- 
gether all the scenes you do plan 
to use—preferably, in the approxi- 
mate order you plan to follow in 
editing. 


> Then order an edge-numbered 
workprint. This may be a black- 
and-white print from black-and- 
white originals, either a black-and- 
white or color print from color orig- 
inals. It serves but one purpose—to 
safeguard the valuable original film 
from the hazards of unnecessary 
further handling. All editing and 
recording will use the workprint. 

Now that we have Eastman’s new 
16mm Ektachrome, you may find it 
advisable to change past procedures. 
The processed original is difficult 
to judge, and delicate for handling 
—so you may do well to have the 
entire roll workprinted before view- 
ing, then view and edit the work- 
print scenes. 


> When we are ready ‘o edit the 
workprint we'll assemble the shoot- 
ing script with its production notes, 
the edge-numbered workprint rolls, 
and the editing equipment. Then, 
scene by scene, sequence by se- 
quence, we edit the picture. 

It may be helpful to work along 
these lines: First, project the work- 
print, from beginning to end, to re- 
fresh your memory. For the same 
reason, read the shooting script and 
all of the production notes. Then, 


in your mind review the entire pic- 
ture project, and decide on the or- 
der of the sequences (or, groupings 
of related picture material). When 
this is decided, start the actual put- 
ting together of individual scenes in 
the first sequence. When you com- 
plete editing of the first sequence, 
start on the second sequence, and 
so on. It is easier to edit one se- 
quence at a time—and the results 
are better. 


> After editing is completed and all 
the individual scenes are the right 
length and in the right order, re- 
vise the script to fit the edited work- 
print. This may seem backward. 
If we shot the pictures to a script 
why don’t we edit the pictures ex- 
actly as the script calls for them? 

In answer, there are a number 
of reasons. Basically, the shooting 
script served as a guide and not a 
strait jacket—permitting the direc- 
tor to make changes as he went 
along. In addition, in re-examining 
the shooting script now we may be 
able to phrase lines better, fit words 
more closely to pictures, etc. (A 
tailor performs the same operation 
when he does the re-fitting of a 
tailor-made suit on the eventual 
wearer. He does this even though 
he cut it to the wearer’s measure- 
ments in the first place.) 
> Next step is to record the sound 
track, which includes the voice of 
a narrator, usually also includes 
music, and may include sound 
effects. We'll spend no time on this 
though. It cannot be covered in 
brief, and many film producers hand 
the recording assignments to the 
professional studio. 


> Provide complete instructions to 
the laboratory shouldn’t require any 
explanation — but every lab receives 
shows with inadequate order in- 
structions. Make sure your labora- 
tory knows exactly what you are 
sending in, what is to be done, and 
the results you want. 

When you receive your first or 
answer print, preview it with care. 
This is the time to find out if scenes 
are all in the right places, if the 
optical effects are as ordered, etc. 
View carefully before approving, or 
before placing any follow-up quan- 
tity order. 


> There’s a lot more to producing 
motion pictures that we could cram 
into these few pages. However, if 
the job is undertaken with some 
knowledge of the old basic steps, 
and haste is made slowly, the be- 
ginning producer — or the old hand 
—cannot go too far wrong. 44 
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Put Your Name 
TMM CUM LILI 


~. This is the inexpensive adver- 


tising specialty that is kept 
long and used often! Diecast, 
heavy chrome case bears your 
4-line imprint and trademark 
on this tempered 6 ft. rule. 
Handsome gold foil gift box. 


125......69¢ 576......64¢ 
288......67¢  1152......62¢ 


Sample on request 


FREE! 40-page catalog 
listing over 280 proven 
executive gifts and ad- 
vertising specialties. 


R. Frank Advertising Specialties, Inc 
253-7 Center St., Williston Park, N. Y 
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—Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


* ture of Your Operations 
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Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Complete price *4.Q*° inciusing cards 


FREE wimour obtigarion 


Traffic, Inventory, 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 
132 - aq * October 1960 





Laminated a Winner 
In Film and Package 


The combination possibilities in- 
herent in laminated packaging are 
explained clearfully and forcefully 
in “The Winning Combination,” 
sound and color film, running 17 
minutes. 

By using a specific case history 
of a client with a packaging prob- 
lem, the film takes the viewer into 
the plant along with the client in 
search of a solution. 

By specifically seeking a solution 
to a moisture-infiltration problem 
in a cake-mix package, the film 
shows different laminating combina- 
tions and the packaging characteris- 
tics evolved from them. 

This film should be of interest to 
anyone selling, designing or buying 
packaging since it explains lamina- 
tion so clearly. If it has a weak 
spot, it probably lies in the plant 
machinery shots which could have 
been more explanatory or the quan- 
tity of people in the film who were 
apparently used to give the feeling 
of action, but didn’t necessarily give 
it direction. 

It was produced for Milprint Inc. 
by Fenton McHugh Productions, 
Chicago. B.M. 


Film Shows How to Sell 
To Agricultural Market 


If you sell to the farm market, 
you owe it to yourself to see “The 
New Look in Modern Farming,” 
produced by Robert Fisher Pro- 
ductions, Grosse Ile, Mich., for the 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, ‘to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit their films for 
review. 


Stran-Steel Corp., Detroit. 

Gently, the film sells the farmer 
on using the products of Stran-Steel 
for his farm building construction. 
It catches the unique flavor of farm 
life in its first few minutes, associat- 
ing the film with the farmer. It 
carefully and effectively projects 
the feeling of a farmer talking to a 
farmer ahout a common problem, 
not a city motion picture producer 
and a steel company from Detroit 
attempting to sell the farmer some- 
thing he doesn’t need. 

The film won a Blue Ribbon 
award in the motion picture indus- 
trial class in a competition of the 
American Society of Agricultural 
Engineers. Seeing it is a short course 
on effective selling to a group with 
resistance to high pressure. 

Requests for prints should be di- 
rected to Stran-Steel Corp., Detroit 
29. E.S. 


Color Reproduction Helps 
Sell Sponsor’s Products 


Floor tiles have certain character- 
istics of color and quite often it is 
these characteristics that sell one 
brand to a consumer, the same con- 
sumer who has rejected the prod- 
ucts of a competitor. 

When the Amtico Vinyl and Rub- 
ber Flooring Division, American 
Biltrite Rubber Co., sponsored a 
movie, it became apparent that ac- 
curate color reproduction of its 
products was the first requirement 
of the film. In “Imagination Takes 
the Floor With Amtico,” an 11-min- 
ute film, Riviera Productions, Hol- 
lywood, Cal., has done a splendid 
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job of giving an accurate pictorial 
report of the colors offered by 
Amtico. 

Riviera has also used a_ basic 
movie technique to take the sam- 
ples of Amtico tile, as seen in a 
typical retailer’s showroom, and to 
show the viewer applications in 
homes and offices. The technique 
is the cross-dissolve. It becomes 
in this picture a much more graphic 
selling approach than any conver- 
sational selling pitch of a salesman 
or a message in a brochure. 

If you are affiliated with a prod- 
uct where accurate color reproduc- 
tion and imaginative selling of a 
static product is needed, it would be 
well for you to see this film. Re- 
quest for prints should be directed 
to the American Biltrite Rubber 
Co., Trenton 2, N.J. E.S. 


The Producer Fights Back 
In ‘The Vicious Circle’ 


Sponsors of industrial films, like 
employers and clients, come in all 
sizes, shapes and degrees of mental 
and emotional stability. The motion 
picture producer _ realizes _ this, 
knowing that often his suggested 
script will be changed for reasons 
far-removed from logic. Yet it still 
comes as a shock to many a pro- 
ducer to find that the man who pays 
the bills for the picture is capable of 
pettifogging and vacillating, hysteri- 
cal, malevolent, malignant, menda- 
cious and perfidious behavior before 
the movie is finished. 

Or, in other words, many a spon- 
sor of a movie acts as if his mother 
were a fox terrier before the movie 
is in the can. 

Anyone who has ever tried to sell 
a creative service to a non-creative 
person will quickly identify with 
the producer shown in “The Vicious 
Circle,” a 14-minute color movie 
made by Calvin Productions Inc., 
Kansas City, Mo., for showing at its 
annual workshop. The film tells in 
satire the tribulations of a producer 
as he attempts to complete an ac- 
ceptable film script for a client. 

Of value if you’re planning to 
sponsor a movie or if you have as- 
sociates who make any creative 
project of yours much more difficult 
than it should be. 

One of the film’s greatest ad- 
vantages is its use of easily-recog- 
nized industrial personality types. 

Requests for prints, which sell for 
$100, should be directed to Larry 
Kauffman, Calvin Productions Inc., 
1105 Truman Rd., Kansas City 6, 
Mo. E.S. 
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DECALS and 
\ ORI-MARK 


Do you want to get 
more of your signs “up” 
at the Point-of-Sale? 
Naturally! The big question 
. how? Hundreds of 

leading national and regional é \ 
Point-of-Sale advertisers have \ 
found the best answer in years 

. in Meyercord’s Pressure 
Sensitive Decals and DRI-MARK 
Films. The convenience and speed 
of waterless application make Pressuré 
Sensitive Decal Signs popular with 
fieldmen and retailers alike. It’s simply 
a few seconds’ task to install Meyercord 
Pressure Sensitive Decals or DRI-MARK 
Pressure Sensitive Films on windows, 
doors or any surface. DRI-MARK is the new 
Meyercord development that identifies a wide 
variety of new materials and appearance factors 

. » Mirro-Cals, Mylar, Vinyl-Mylar, Laminates 
and others. One or more of these new signs will 
find a welcome and effective place in your 
Point-of-Sale advertising program. Drop us a 
line .. . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to 
promote the “new look” at the Point-of-Sale. 
No obligation, of course. 


the MEYERCORD co. 


Dept. T-207, 5323 West Lake Street, Chicago 44, Illinois 











IDEA NO. 177 


KLEEN-STIK Was Here, Too! 


Taking a cue from mythical 
“Kilroy” of Army fame, Carling 
Brewing Co. of Cleveland uses 
Sgt. Ernie Bilko (Phil Silvers) to 
promote Black Label Beer. This 
clever die-cut series shows a fence- 
peeking Bilko in a variety of hats. 
And they’re backed with strips of 
Kleen-Stik —the modern, self- 
sticking, moistureless adhesive that 
gets displays up and keeps em up! 
P. J. Higgins, Carling’s Mdsg. 
Mer. onal Fees. Bob Pennington 
of Merrick Litho Co., Cleveland, 
joined forces on this pert produc- 
tion. 


. KEEP IT UP... WITH KLEEN-STIK 
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IDEA NO. 178 


K-S Joins Chain Gang 


In timber country, it’s important 
to know where saw chains are sold 
and serviced. So OREGON Saw 
Chain Div., OMARK Industries, 
Inc., Portland, identifies its dealers 
with this Kleen-Stik decal. On 
weatherproof Mylar. it applies with 
a quick, easy peel-an’-press to store 
door or window. Conceived by Adv. 
Mgr. Don Walker. handsomely 
executed by Artist Dale Franzel 
and Prod. Mgr. Bill Mathis of 
William Winter Adv. Agency, 
and colorfully produced by Gil- 
lespie Decals, Inc., Prexy Bob 
Gillespie and Sales Mgr. John 
Locke in charge. 
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Here ... there .. . Kleen-Stik 
signs do a bang-up selling job 
everywhere. Ask your printer, 
lithographer or silk-screener 
to show you ideas—or write 
direct. 
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List Canadian Sources 
Of Free 16mm Pictures 


A listing of some 12,000 16mm 
motion pictures available free in 
Canada may be obtained from 
Crawley Films Ltd., Ottawa. 

The listing, “Directory of Sources 
of Free 16mm Sponsored Films in 
Canada,” is a 24-page booklet nam- 
ing 325 sources, with every Canadi- 
an province represented. 

Copies are available without 
charge to any organization in Can- 
ada by writing to Crawley Films 
Ltd., 19 Fairmont Av., Ottawa, 
(P.O. Box 3040) or from branches 
in Toronto, 181 Eglinton Av., and 
in Montreal, 1467 Mansfield St. 44 


Portable Speech Prompter 
Marketed by Chicago Firm 


A portable electric prompting de- 
vice for executives who frequently 
are called upon for speeches or lec- 
tures is being marketed by Telit In- 
dustries Inc., 226 S. Wabash, Chi- 
cago, for $169.50. 

Called the TelExecutive, the 
product holds the script on spools, 





and automatically moves it across 
an illuminated panel at a speed con- 
trolled by the speaker. 

The material to be quoted is pre- 
pared on continuous-form paper. It 
is then wound on an interchangeable 
spool and placed in the TelExecutive 
the same way film is placed in an 
ordinary box camera. During the 
talk, a palm-sized hand control is 
used to control the speed at which 
the script moves. 

The unit comes with a dispatch- 
type leather case, extra spools, script 
paper and editing kit. 44 


Camera Eliminated in New 
Closed Circuit TY Method 


A closed circuit television trans- 
mitter that produces a high resolu- 
tion image without using camera 
or lighting equipment has been de- 
veloped by Television Utilities 


Corp., a division of NORD, 300 Den- 
ton Av., New Hyde Park, N.Y. 

According to the company, by 
eliminating the camera and sub- 
stituting a unique method of detect- 
ing and transmitting image bright- 
ness differences, the transmitter 
system, Scan-A-Graph, reduces “to 
an absolute minimum difficult fo- 
cusing and distortion problems that 
can be so troublesome in conven- 
tional systems.” 

The company adds that Scan-A- 
Graph insures instant accurate vis- 
ual communication with as many 
as 500 locations simultaneously. An 
example of the transmitter at work 
is Eastern Air Line’s Miami installa- 
tion where a constant flow of flight, 
schedule and baggage information 
is transmitted to more than 40 mon- 
itors placed around the terminal. 44 


Movie Commercial Firm 
Tells of Its Services 


A plastic-bound folder has been 
published and released by Alexan- 
der International, a division of 
Alexander Film Co., Colorado 
Springs, Colo., describing the com- 
pany’s theater screen advertising 
(movie commercials) facilities and 
procedures. 

The booklet points out that only 
through movie commercials do you 
get the advantages of color, story in 
action, demonstration, spoken mes- 
sage, printed message, billboard size, 
a relaxed “captive” audience, the 
ability to reach the family as a unit 
and to be sure of commercial read- 
ership. 

Markets served by Alexander In- 
ternational are said to be Central 
America, six countries; the Carib- 
bean, nine countries or political di- 
visions; Europe, 13 countries; Med- 
iterranean, two; Africa, eight; Mid- 
dle East, seven; Far East, ten. 

Copies of the booklet are available. 

. « for more details circle 1006, page 143 


Hartford Scene for 
Subscription TV 


In June, 1960, the Hartford 
Phonevision Co. filed an application 
with the FCC to conduct what was 
described as “the world’s first, large- 
scale trail of over-the-air subscrip- 
tion television, using the facilities 
of WHCT, Channel 18, Hartford, 
Conn.” 

It added: “It is our belief that the 
addition of subscription tv to 
WHCT’s existing advertising-spon- 
sored and public service program 








schedule will add a whole new 
world of entertainment and educa- 
tion to tv viewing in the Hartford 
area.” 

Because the company has been 
asked so many questions about 
procedures, its reasons for choosing 
Hartford, type of equipment to be 
used, etc., it has published a book- 
let giving answers. The booklet 
“Eighteen Questions and Answers 
About Subscription TV in Hart- 
ford,” is available. 

- for more details circle 1007, page 143 


The Law of Gravity 
Still has Power 


With all the complicated elec- 
tronic, transistorized devices around 
these days, it’s welcome to see some- 
thing that works without wires, bat- 
teries or circuits. 

The Preview, produced by the 
Monitor Corp., Washington, is an 
attache case unit that holds 21 
cards. To use it, you stand it on end 
and turn a knob which permits a 


panel in one side of the case to drop 
down to reveal the first chart. With 
each twist of the dial, the front chart 
drops to reveal the next. To reset 
the unit, you simply turn it upside 
down and permit all the charts to 
slide back to their original position. 

The larger of the two units, listing 
at $92.50, holds a card 13x17”, 
while the smaller, at $87.50, has a 
10%4x14” card. 

An illustrated circular 


able. 


- for more details circle 1008, page 143 


is avail- 


Association Brochure 
Tells Firm’s Services 


What Association Films Inc. con- 
siders the advantages of its services 








DEMONSTRATES AND SELLS! 

3-D products display for Curvallure 
by Jantzen .. . puts drawer stock 

on display, brings it alive for greater 
see and sell. 


BREAK THE INVENTORY JAM NOW. i 
K-C-S “FAST SELL” SIGN OR DISPLAY | 


WE HAVE THEM! Dealers use this 
8-D color sign to remind customers 
they stock Walworth values. 

Sells hard-to-display, bulky, “back 
room” merchandise easily. 


THIS IS IT! 

Eye-compelling, Anheuser-Busch 
designed, K-C-S produced brand 
identification sign in brilliant color 
and bold dimension wins more 
customers for Budweiser Beer. 


Lnventory piling ap? Gabe skidding? Customers hard to find? New 
merchandise coming in? You need a “fast sell’’ K-C-S sign or display 
NOW. Brilliant, traffic-stopping K-C-S signs and displays sell mer- 
chandise fast. They gain attention for your product where it counts 
the most — at the point where sales are made. 


MERCHANDISERS DISPLAYS PLAQUES 





product/service / promotion 

stand 
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its Z 

*record...and let record promotions 
produce the record 
and package for you! 


SEND FOR BROCHURE AND SAMPLES 
record promotions, inc. f 130 West 42nd St., New York 36, N. Y. + PEnnsylvania 6-0936 
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in the distribution of industry-spon- 
sored motion pictures are described 
in “The Viewing Millions,” a bro- 
chure published by the company. 
Keep your signals straight . . . pass your next a : ’ The 24-page publication srennes 
type job right into the reliable arms of Service that the industry -sponsored motion 
Typographers. Here a high powered team ee ; picture has become a major force 
who knows typography will guide it safely to . in communications with a 50-year 
the Service goals: top quality,.complete ; history as an educational and in- 
accuracy and the best possible service. formational tool. 
See the difference yourself. Call in the Copies are available. 


first team—SERVICE TYPOGRAPHERS and . «+ for more details circle 1009, page 143 
score a big gain with your customers. 


SERVICE TYPOGRAPHERS INC./ prone. narrisen 78560 TapeEditor Speeds 
Video Tape Editing 


A new device, an electronic video 
tape editing machine called the 
TapeEditor, is being produced by 
Telescript CSP Inc., 155 W. 72 St., 


If You Don’t Get At Least 10 New Ideas and a 

‘ou Don’ s lew Ideas ; ; 

Money Saving Techniques of Important Use to es desktop sine 
You...RETURN THIS BOOK IN 10 DAYS! : machine, consists 0 

two units—the tape viewing unit 


e IZED 423 PAGE and the edit pulse unit. The device 
GIANT S edits video tape electronically. It 
does away with the old laborious 

L P é D i A optical method of editing video tape 

for tv shows by eliminating micro- 

scopes, chemical preparations and 

of th e G . A p b | C A RT S the time-consuming search for the 


edit pulse, according to statements 
Sect , ae made by the manufacturing com- 
Here, in one single, authoritative, complete, comprehensive encyclopedia is your 
: ; ; 7 Ota , pany. 

complete graphic arts technical library. It is the one book in its field that will be The TapeEdi ls f b 
kept close at hand—as your immediate and dependable source for the essential e tapeEditor sells for about 
information and solutions you need to answer your platemaking and presswork $1,200. 44 
questions...and to solve your photomechanics and printing problems. 


IF YOU BELONG IN ANY ONE OF THESE CATEGORIES, THIS 
BOOK WILL BE YOUR CONSTANT SOURCE OF AUTHORITY! Transistor Recorder 


* ARTIST, ENGRAVER, LITHOGRAPHER, PHOTOGRAPHER, PRINTER, SILK SCREEN OPERATOR... Placed on Market 

here is your comprehensive “how-it's-done” picture of conventional techniques, plus the new- 
est innovations, many of which have never before been published. You'll learn new ways A battery-operated portable 
to achieve finer quality. t ist 4 h ’ ’ 
% ADVERTISING AGENCY, PRODUCTION MAN, STUDIO HEAD, AD MANAGER, GRAPHIC ARTS ransistor recorder that can take 
BUYER... here is the book that shows you how to obtain better results, greater efficiency in down a brainstorming session or 
the planning and preparation of materials for printing and platemaking. the instantaneous i dea that could 

_ i i resher -date. ia 
pine age tmeatrepthnn i pram anescoadhi erate Pasar be lost if it weren't recorded has 
w been developed for sales promo- 
9 IMPORTANT 1. Originals for Reproduc- 6. Photolithography and tion people by Matthew Stuart & 
tion 


Offset Printing Co. Inc., 353 W. 54th St. i 
CHAPTERS 2. Photographic Materials 7. Photointaglio Proce- Called the Saunas teed 
Covering every phase of and Equipment dures es : 
photo nics and printing 3. Continuous Tone, Line 8. Silk Screen Process , it weighs five pounds and meas- 
—completely informative... 


yet as easy-to-read as a and Halftone Photogra- 9. Civilizations Debt to ures 9x5x41”. It can be used as a 
novel. PLUS over 200 illvs- ‘ phy ice = — comet dictating machine, as a telephone 
rations ...including articles i jor Reproduction us a Com e Subject : 

- — En eae 5. Photoengraving and Index and amplifier and adapter and for 


graphic arts field. Letterpress Printing Proper Name Index. memos and brief notes when away 
from the office and a secretary. 
ee ee eee ee aaa 


10-DAY FREE | 10: Advertising Requirements The unit sells for $99.50. 44 


i 
200 E. Illinois Street 
INSPECTION Chicago i, illinois Attn.: Technical Book Dept. 
COUPON 


[] 1! accept your FREE 10-day inspection offer. After 10 days I'll 
either return your book in good condition or send my check for 
$15.00. 


i 

| 

| 

\f you don’t agree : 
[] Enclosed is my check for $15.00. Same 10-day free inspection 
{ 

| 

| 

| 


thet ‘’Photomechanics 
and Printing” is the 
most used book on 
your desk, return it 
after 10 days’ free 


Bell & Howell Booklet 
Tells Projector Uses 


Bell & Howell has produced a 
booklet “This Man Is Being Sold 
. .. telling the many uses business 
rR and industry are finding for sound 
Ria nia roe projectors. 
ee rae react aes ee Some of the uses detailed in the 


booklet include advertising and pub- 


and return privilege apply. 


money back. $15.00 
postpaid in U.S.A. or 
Canada, $16.00 else- 
where. 


Organization. 
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lic relations, job training, recruiting, 
lunchtime movie programs, and sales 
promotion and sales training. There 
are also a series of questions and 
answers about sound projectors. 


Copies of the booklet are avail- 
able. 


+ « « for more details circle 1010, page 143 


‘Tag-Along’ Slide Tray 
Introduced by Ansco 


Ansco has developed what it calls 
a “Tag-Along” slide tray, holding 
40 2x2” slides, coupling to the tray 
ahead for uninterrupted slide shows. 

The tray holds slides in any as- 
sortment of mounts and fits all 
projectors using trays of the TDC 
type. The product is made of sty- 
rene and features specially designed 
contoured corners which eliminate 
the problem of slides clinging to 
dividers. 


The tray, with index cover, retails 
for $1. 44 


Chart-Holder Swings 
Flat Against Wall 


A new aluminum chart holder, 
which holds 40 pounds of charts in 
spite of the fact that it weighs less 
than one pound, has been intro- 
duced by Billerett Co., Fullerton, 
Cal. 

Called the Swing-Line, the chart- 
holding arm swings a full 180° to lie 
flat against either side of the sup- 
porting bracket. It also can be re- 
moved from one bracket and placed 
on another without tools. 

A complete chart rack with brack- 
et lists at $8.50, with additional 
brackets available at 95¢. A de- 


scriptive circular is available. 
+ + + for more details circle 1011, page 143 
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that sell at the point of sale 


CHIAGO 
SHOW 


PRINTING COmPaNny 
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\ CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


(] Permanent-type splays—wood, glass, plastic, metal 
([] Molded Plastic and Animated Displays [[] Complete Dealer 
Display Kits [] Cloth Banners [[] Outdoor Displays—Stanzall® 
(0 Cardboard Displays [] Econo Signs [[] Mystik®—Self-Stik 
Displays [[] Pennants [) General Lithographing Services 
] Complete creative point-of-sale facilities from ideas to sales. 





help Santa sel/ 294 


Cee eee to O88 t et eadacccnete 


Shoppers stop, look and buy when 
they see this compelling Zenith 
display. An overhead winklight 
goes on as Santa opens the door, 
and off as he closes it. Power is 
supplied by a Hankscraft syn- 
chronous AC Display Motor. It’s 
another graphic example of sales 
power in action — animated by 
Hankscraft! 


This display produced by Knipschild- 
Robinson, Inc., Chicago, Iilinois, for 
Zenith Radio Corp. 


COMPLETE 
ENGINEERING 
SERVICE 

for animating 
displays of 

all sizes, 
AC-powered 

or battery- 
operated. Send 
dummy to: 


HAN KSCRAFT COMPANY World’s Largest Manufacturer of Battery-Operated Display 
: a Motors. Sales Offices in these principal cities: Chicago « 
Display Motor Division 


Philadelphia * Minneapolis * New York « Dallas * Toronto 
REEDSBURG, WISCONSIN (Ontario) * San Francisco (Erlach Lee Co.) 
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Liye Cute Ml Index of 


Art & Photography 


Bieg, William J., Photog 
rapher 82 
Corona Color Studios 142 
Enterprise Photos 30 
Lucygraf Mfg. Co. 80 
Mack, Douglas 82 
Major Photo Co. 8! 
Multi-Ad Services 65 
Progressive Composition Co. 30 
Quantity Photo Co. 114 
Volk, Jr., Harry, Art Studio 118 


Art Supplies 


Bienfang Paper Co. Inc. 
Brown, Arthur, & Bro. 
Crescent Cardboard Co. 
Shiva Artists Colors 


Awards, Trophies 
Emblem & Badge Mfg. Co. 
Balloons 


Faultless Rubber Co. 
Pioneer Rubber Co. 


Banners, Pennants 


Pratt Poster Co. 


Binders, Catalog Covers 


American Thermoplastic Co. 23 
Slide-Lok Binder Co. 142 
Yawman & Erbe 24 


Business Gifts 


Abar Mfg. Co. 
Action Advertising Corp. 
Auto-Note Corp. 
Bartlett, Edward E. 
Benjamin Wholesale Co. 
Central States Specialties 
Inc. 99 
Certif-A-Gift Co. 101 
Colson, U. O. Co. 107 
Ekco Products Co. 87 
Faribault Woolen Mills Inc. 89 
Frank, R., Advertising Spe- 
cialties Inc. 102, 114, 132 
General Products 93 
Harvey's Groves 107 
Macklanburg-Duncan Co. .. 89 
Parti-Bib 100 
Pennwood Numechron Co. 
Reed & Associates eons 
Rowley, A., Tool & Engineer- 
ing Co. . 97 
Shakespeare Co. 105 
Stuart, Matthew & Co. Inc. 103 
Ward, James P., Inc. 100 


Camera Lucida 

Lucygraf Mfg. Co. 

Control Planning Aids 
Graphic Systems 132 


Conventions & Exhibitions 


Point-of-Purchase Advertising 
Institute Inc. ..... _ 


55 


140 + @¥R - October 1960 


Copyfitting Aids 
Haberule Co. 
Decals 


Meyercord Co. 135 
Multi-Color Process Co. 130 
Palm Bros. Decalcomania Co. 77 
Screen Process Printing Co. 142 


Direct Advertising 


Brodie Advertising Service 62 
Colourpicture Publishers Inc. 72 
Dean-Forrest Co. 142 
Drey, Walter, Inc. 70 
Letter Shop Inc. 66 


Display Materials 
Kleen-Stik Products Inc. 1, 136 
Display Motors 


Hankscraft Co. 139 
Merkle-Korff Gear Co. 142 
Vue-More Corp. 56 


Displays, Window & Store 


Black Box Collotype Studios 
Inc. 
Chicago Show Printing Co. 
Geeco Inc. 
Hankscraft Co. 
Indiana Wire & Specialty 
Co. Inc. 18 
Kirby-Cogeshall-Steinau Co. 137 
Nashville Display Mfg. Co. 58 
Ullman Gravure Inc. Back Cover 


Displays, Wire 
Indiana Wire 


Co. Inc. 
Nashville Display Mfg. Co. 


& Specialty 


Duplicate Plates 
Rapid Electrotype Co. 


Envelopes 


Cupples-Hesse Corp. 
Du-Plex Onvelope Corp. 
Globe Envelopes Ltd. 
Tension Envelope Corp. 
United States Envelope Co. 


Exhibit Builders 


Gardner, Robinson, Stier 
heim & Weis Inc. 


Exhibit Moving 


Aero Mayflower Transit Co. 
Inc. es 115 


Fluorescent Inks & 
Materials 


Radiant Color Co 
Gravure Services 


Acme Gravure Services Inc. 78 


Collins, Miller & Hutchings 
Inc. 4 


House Organs 
Feather, William, Co. 
Imprinting 

Sersen's Imprinting 
Inks, Screen Process 
Radiant Color Co. 
Labels & Tags 


Ever Ready Label Co. 77 
Kleen-Stik Products Inc. 1, 136 


Letterheads 


Goes Lithographing Co. 20 
Idea Art 128 


Lettershops 


Brodie Advertising Service .. 
Letter Shop Inc. 


Mailing Boxes 

ra, C. 3 Ce. 

Mailing Lists 

Drey, Walter, Inc. 

Manikins, Rental 

Madisonia Manikins Inc. 142 
Moticn Picture Services 
MP-TV Services 142 


Office Equipment & 
Supplies 


Foster Mfg. Co. 
Friden_ inc. 


Packaging Materials 


Chicago Molded Products 
Corp. . 19 

Jackmeyer Corp. 5 

Thilmany Pulp & Paper Co. 76 


Papers, Printing 


American Writing Paper Co. 39 
Appleton Coated Paper Co. 117 
Cantine, Martin, Co. 73-74 
Champion Paper & Fibre 

Co. 63-64 
East Texas Pulp & Paper Co. 

123-124 
Falulah Paper Co. 60 
Finch, Pruyn & Co. Inc. 49 
Fraser Paper Ltd. 

: . Inside Front Cover 
Gilbert Paper Co. 15-16 
Hammermill Paper Co. 21-22, 

Inside Back Cover 

International Paper Co. 53-54 
Nekoosa-Edwards Paper Co. 

é 9-10 
New York & Pennsylvania 

Co. 1ht-182 


Oxtord Paper Co. ............31-32 
Paterson Parchment Paper 
Co. 45 
Peninsular Paper Co. ............133 
Sorg Paper Co. ak ae 
Warren, S. D., Co. . 26 
West Virginia Pulp & Paper 
Co. 42-43 
Whiting-Plover Paper Co. ... 2 


Papers, Specialty 


Appleton Coated Paper Co. 117 
Bienfang Paper Co. Inc. __.142 
East Texas Pulp & Paper Co. 
123-124 
Falulah Paper Co. 60 
Hammermill Paper Co. _...21-22, 
Inside Back Cover 
Kleen-Stik Products Inc. 1, 136 
Nekoosa-Edwards Papers Co. 
aaa izacieks 9-10 
Paterson Parchment Paper 
Co. .--- 45 
Radiant Color Co. —.......... 46 
Sorg Paper Co. ae 
Thilmany Pulp & Paper Co. .. 76 


Paste-Up Type 
Stik-a-letter Co. 82 


Photoengraving & Plate- 
making 


Collins 
Inc. 

Hutchings & Melville Inc. 

Northwestern Photo Engrav- 
ing Co. 

Partridge & Anderson Co. 


Photo Lettering & 
Typesetting 


Miller & Hutchings 


Flexo-lettering Co. Inc. 80 
Varityper Corp. 127 
Warwick Typographers Inc. 128 


Photo Prints, Quantity 


Grogan Photo Co. 
Major Photo Co. 
Quantity Photo Co. 


Postcards, Color 


Colourpicture Publishers Inc. 72 
Corona Color Studios 142 
Crocker, H. S., Co. Inc. .... 66 


Premiums & Specialties 


Action Advertising Corp. 77 
Colson, U. O., Co. . 107 
Ekco Products Co. . 87 
Emblem & Badge Mfg. Co. 40 
Faribault Woolen Mills Inc. 89 
Faultless Rubber Co. .... 44 
Frank, R., Advertising Spe- 
cialties Inc. ...102, 114, 132 
Gries Reproducer Corp. .... 40 
Hammond, C. S., & Co. 6 
Macklanburg-Duncan Co. .. 89 
Major Plastics Inc. 
Orchids of Hawaii Inc. ...... 
Parti-Bib 
Pennwood Numechron Co. 
Pioneer Rubber. Co. 





Adwertisers 


Prentice-Hall Inc. 

Record Promotions . 

Rowley, A., Too! & Engineer- 
ing Co. . si cla Sa 

Scot Ties Ltd. 

Shakespeare Co. 

Ward, James P., Inc. 


Presentation Material 


American Thermoplastic Co. 
Multiplex Display Fixture Co. 
Yawman & Erbe . 


Printing 


Black Box Collotype Studios 
Inc. 

Chicago Show Printing Co. 

Crocker, H. S., Co. Inc. 

Feather, William, Co. .... 

Goes Lithographing Co. . 

Graphic Enterprises of Mil- 
waukee Inc. 


118 
Oe 


. 97 
122 
105 
100 


23 
130 
24 


37 
139 


. 66 
. 46 


20 
142 


Ullman Gravure Inc. Back Cover 


Projectors 


Tel-A-Story Inc. 


torreseonannnany 


Abar Mfg. Co. 
Acme Gravure Services Inc. 
Action Advertising Corp. .. 
Advertising Typographers 
Assn. of America Inc. 
Aero Mayflower Transit Co. 
Inc. 
American Thermoplastic Co. 
American Writing Paper Co. 
Appleton Coated Paper Co. 
Auto-Note Corp. .... 
Bartlett, Edward E. be 
Bauer Alphabets Inc. ..._... 
Benjamin Wholesale Co. . 
Bieg, Wm. J., Photographer 
Bienfang Paper Co. Inc. 
Black Box Collotype Studios 
Inc. sail 
Brodie Advertising Service 
Brown, Arthur, & Bro. ...... 
Bundscho, J. M., Inc. .... 
Cantine, Martin, Co. . 
Central States 
Inc. 
Certif-A-Gift Co. 
Champion Paper 


Specialties 


& Fibre 


130 


96 
78 
77 


120 


115 


23 
39 


 % 


82 
142 


nae 
.. 62 


81 
65 


73-74 


. 99 


101 


Co. 63-64 


Chicago Molded Products 
Corp. 
Chicago Show Printing Co. 
Collins, Miller & Hutchings 
Inc 
Colourpicture Publishers Inc. 
Colson, U. O., Co. 
Corona Color Studios 
Crescent Cardboard Co. 
Crocker, H. S., Co. Inc. . 
Cupples-Hesse Corp. .... 
Dean-Forrest Co. 
Drey, Walter, Inc. -........... 
Du-Plex Onvelope Corp. siden 


19 


. 41 
72 
107 
142 

4 
66 


. 69 
142 
. 70 


72 


arta 


Screen Process 
Screen Process Printing Co. 14 
Self-Sticking Specialties 


Ever Ready Label Co. 77 
Fasson Products . ... 59 
Kleen-Stik Products Inc. 136 
Meyercord Co. .... 135 
Multi-Color Process Co. ....130 
Palm Bros. Decalcomania Co. 77 
Screen Process Printing Co. 142 


Sign Materials 


Kleen-Stik Products Inc. 1, 136 
Yarder Mfg. Co. ... ....142 


Signs & Identification 
Materials 


Fasson Products ...... 59 
Geeco Inc. .... . 57 
Grace Sign & Mfg. Ce. a 
Hanover Neon Electric Corp. 


Kirby- Cogeshall-Steinau Co. 137 
Meyercord Co, ............ 
Multi-Color Process Co. ....130 


HbTLEeGaa* COED GonRY OOTY MPROREDODOEYOUADEVENENENEONOTDOTESHnONENO ono nerenateDenepneNeNONNROEDEOOE HO YONROY tececuronnecenevenesnanensyaserensneuenyntte 


Palm Bros. Decalcomania Co. 77 
Plasti-Line Inc. ae ieee 

Pret? Poster Ce. 2... 4 
Robertson Sign Co. -- 65 
Sign Crafters Inc. - 33 
Ullman Gravure Inc. Back Cover 


Stock Photos 


Enterprise Photos 
Mack, Douglas 


Typefounders 
Signs, Metal Bauer Alphabets Inc. 23 
Lanston Monotype Co. 125 


Grace Sign & Mfg. Co. ... 52 Typefounders Inc. ..... 142 


Robertson Sign Co. ............ 65 
Typewriters, Composing- 


Signs, Plastic Reproducing 


Fasson Products - 59 Friden Inc. 
Geeco Inc. .... 57 
Hanover Neon Electric Corp. 50 
Plasti-Line Inc. -...... 3 
Sign Crafters Inc. ....... 3 


Slides 


Typography 


Advertising Typographers 
Assn. of America Inc. .... 
Bundscho, J. M., Inc. .. 
Progressive Composition Co. 30 
Service Typographers ..........138 
Warwick Typographers Inc. 128 


Visual Aids 


Graphic Systems ceases 
Multiplex Display Fixture Co. 130 
Tel-A-Story Inc. 


Bieg, William J., Photog- 
rapher ........ . 82 


Stock Art 


Multi-Ad Services . 65 
Volk, Jr., Harry, Art Studio 118 


sveveveceveveuesneeeensenecencepanencgenenngencerenecctenescarenannseveneecacanenengeegensavarareseenoceneesnroteceesenereenecevenereecsrerecensenneneetaren 


ALPHABETICAL INDEX 


East Texas Pulp and Paper 

Co. a 123-124 
Ekco Products Co. . 87 
Emblem & Badge Mfg. Co. 40 
Enterprise Photos . 30 
Ever Ready Label Co. 77 
Falulah Paper Co. 60 
Faribault Woolen Mills Inc. 89 
Fasson Products ............ . 59 
Faultless Rubber Co. . 44 
Feather, William, Co. ........ 46 
Finch, Pruyn & Co. Inc. .... 49 
Foster Mfg. Co. .................. © 
Fox, 3. ey Cas at a 
Flexo-lettering Co. Inc. ...... 80 
Frank, R., Advertising Spe- 

cialties Inc. ....102, 114, 132 
Fraser Paper Ltd. 

-cuwueee Inside Front Cover 
Friden Inc. ; bi ae 
Gardner, Robinson, Stier- 

heim & Weis Inc. ............ 25 
Geeco Inc. edt kee 
General Products . >a 
Gilbert Paper Co. . 15-16 
Globe Envelopes Ltd. 62 
Goes Lithographing Co. 20 
Grace Sign & Mfg. Co. .... 52 
Graphic Enterprises of Mil- 

waukee Inc, . 142 
Graphic Systems 132 
Gries Reproducer Corp. .... 40 
Grogan Photo Co. . 82 
Haberule Co. . 130 
Hammermill Paper Co. 

21-22, Inside Back Cover 
Hammond, C. S., & Co. ... 6 
Hankscraft Co. .... 139 
Hanover Neon Electric Corp. 50 
Harvey's Groves 107 
Hutchings & Melville Inc. .. 65 


Idea Art 128 Point-Of-Purchase Advertis- 
Indiana Wire & Specialty ing Institute Inc. .... . 55 
Co. Inc. 18 Pratt Poster Co. ........ .. 14 
International Paper Co. 53-54 Prentice-Hall _ Inc. ‘nes costa 
ae Corp. 5 Progressive Composition Co. 30 
Kirby-Cogeshall-Steinau Co. 137 Giiantity Photo Co. .... 114 
Kleen-Stik Products Inc. 1, 136 Radiant Color Co. ................ 46 
Lanston Monotype Co. 125 Rapid Electrotype Co. . 47 
Letter Shop Inc. ............. 66 Record Promotions Inc. .. 
Lucygraf Mfg. Co. .............. 80 Reed & Associates .............. 
Mack, Douglas 82 Robertson Sign Co. 
Macklanbura-Duncan Co. .. 89 Rowley, A., Tool & Engineer- 
Madisonia Manikins Inc. 142 ing Co. . 
Major Photo Co. ................ 81 Scot Ties Ltd. ‘ 
Major Plastics Inc. .... 99 Screen Process Printing Co. 
Meier, Joshua, Co. Inc. 131 Sersen’s Imprinting ........... 
Merkle-Korff Gear Co. 142 Service Typographers Inc. . 
Meyercord Co. } 135 Shakespeare Co. ...........-...-.. 
MP-TV Services ..................142 Shiva Artists Colors ............ 
Multi-Ad Services _.... 65 Sign Crafters Inc. .............-. 
Multi-Color Process Co. ....130 Slide-Lok Binder . esos tkg 
Multiplex Display Fixture Co. 130 Sorg Paper Co. ............... 
Nashville Display Mfg. Co. .. 58 Stik-A-Letter Co, ...... .. 82 
Nekoosa-Edwards Paper Co. Stuart, Matthew, & Co. Inc. 103 
9-10 Tel-A-Story Inc, ....................130 
New York & Pennsylvania Tension Envelope Corp. se ae 
Co. rel-t42 Thilmany Pulp & Paper Co. 76 
Northwestern Photo Engrav- Typefounders Inc. ................142 
ing Co. Ullman Gravure Inc. Back Cover 
Orchids of Hewaii Inc. 122 United States Envelope Co. 67 
Oxford Paper Co. 31-32 Varityper Corp. ...... 127 
Palm Bros. Decalcomania Co. 77 Volk, Jr., Harry, Art Studio 118 
Parti-Bib . 100 Vue-More Cems 56 
Partridge © Aadenea Om 118 Ward, James P., Inc. -......... 
Paterson Parchment Paper Warren, $.D., Co. . 
at fee 45 Warwick Typographers Inc. 128 
3 West Virginia Pulp and 
Peninsular Paper Co. ..........133 Paper Co. 42-43 
Pennwood Numechron Co. 102 Whiting-Plover Paper ee 
Pioneer Rubber Co. .~ Yarder Mfg. Co. ................142 
Plasti-Line: Ineo Li Yawman & Erbe ................. 24 
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Fuufemell Stuteed fov 


Services and Supplies 


MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 


and special promo- | 


tions. We manikins 


work 24 hoursa | 


day without tiring. 
Complete selection 


of ladies’ men’s and 


children’s figures. 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 


SOUND EFFECTS 


Hi-Fi SOUND EFFECTS 


Newest Sound: Airplanes, DC8, Electra Prop- 
Jet, Boeing 707, Air Force F-104 Starfighter, 
Regulus |, Missile Launching, Carrier Sounds. 
Also Autos, Music, Trains, Household and Industry. More 
than 13 classifications; over 1500 real-life sound effects. 
See your dealer or send 25¢ for 2 catalogs containing 
more than 250 record listings. MP-TV SERVICES 
7000-L Santa Monica Bivd., Hol , Calif. 


METAL SIGNS 


tral'® Claclen © PROMPT SHIPMENTS | CERee ES 


The Yarder Manufacturing Co. 
720 Phillips Avenue © Tolede 12, Chic 


TURNTABLES 


sic ta 
Permanent type Sonat ee 

comes in seconds without water. Saves 
eurlin = tomes. MADE TO YOUR 8 SPEC FI 
CATI -lettering, numbers, your trademark. 
Send a = FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


COLOR POST CARDS 


2 44 NATURAL COLOR ATA, 
3,000 POSTCARDS Ti As 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8' x 11 

25¢ ea. in 1M qua 


COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List.and Somp 


CORONA COLOR STUDIOS 
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IMPRINTING 


TABLOIDS 


Dealer Imprinting 
Our Specialty 


Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 Se. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


ART SUPPLIES 


NELSON 


BRISTOL BOARD 


LOOSELEAF BINDERS 


NEW SLIDE-LOK LOOSELEAF CATA- 
LOG COVER; NO PINS, NO RINGS. 
Sheets slide in, slide out for easy load- 
ing or changing. Replaces tang binder, 
takes all 8% x 11 punches; 13 colors or 
tailor made. At your stationers or write 
for free sample. SLIDE-LOK BINDER, 
E718 First Bank Bldg., St. Paul 1, Minn. 


ADDRESSOGRAPH PLATES 


ADDRESSOGRAPH PLATES 


Brand new plates and frames for your 
addressograph and speedaumat machines. 
New low prices. Price list available. 


DEAN-FORREST CO. 


7 Foster St., Revere 51, Mass. 


COLOR PRINTING 


ACCURATE/ 


l\ ratty | De dee CI a are 


CICERO Bareboo 
RUSTY Mannarn 


and 21 other Exotic 
Antique types. Demand NEW Foundry- 
cast type—not repros of worn out type. 
typefounders, Bx 11313AR Phoenix,Ariz 








Better 


Mousetraps 
Need 


‘Sell’ 


They used to say, “build a 
better mousetrap and_ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the 
AR showcase 
for 
Advertising 


Results 





1001 /Circle on Readers’ Service Card 
Ad Man's Alley 

. .. American Marketing Services offers a 
folder detailing its monthly creative idea 
service for printed promotions... (Page 72) 


1002/Circle on Readers’ Service Card 
Direct Mail Service 

. .« » DMCP releases its Modern Direct Mail 
booklet telling of its comprehensive service 
program. (Page 72) 


1003/Circle on Readers’ ‘Service Card 
Direct Mail Standards 

a folder listing the Standard of 
Practice required by DMAA of its mem- 


bers is now available. (Page 72) 


1004/Circle on Readers’ Service Card 
Holiday Idec Kit 

. samples of pre-printed letterheads, 
envelopes and cards in a holiday theme 
are offered by the Rylander Co. (Page 72) 


1005/Circle on Readers’ Service Card 
Five Artists 

. samples of five commercial artists’ 
work are contained in a folder being 
offered by Sukon of New York. (Page 84) 


100G6/Circle on Readers’ Service Card 
Movie Commercials 

. in foreign theaters are a specialty of 
Alexander International and the company 
folder tells how it does ‘it. (Page 136) 


1007/Circle on Readers’ Service Card 
Subscription TV 

. plan in Hartford has prompted many 
questions and promoters furnish answers 
in a booklet. (Page 136) 


1008/Circle on Readers’ Service Card 
Gravity-Fed Display 

. is described in a folder from the 
Monitor Corp. (Page 137) 


ee 


Use these return cards 
for your copy of publications 
mentioned on this page 


| <m Adlwertising 


Requirements 


Maye ee 
STO 


*Send for these free helpful selling tools 


1009/Circle. on Readers’ Service Card 
Professional Distributior. 


. of industry-sponsored: motion pictures 
has advantages, according to a brochure 
offered by Association Films, © (Page 137) 


1010/Circle on Readers’ Service Card 
Sound Projectors 

. . » have many uses in business and in- 
dustry and a Sooklet published by Bell & 
Howell describes them. (Page 138) 


1011/Circle on Readers’ Service Card 
Swivel Chart Rack 

. . . that hold 40 lbs. of charts and swings 
through 180° is described in a folder from 
Billerett. (Page 139) 


1001 1002 1003 1004 1005 1006 
1007 1008 1009 1010 1011 1012 
1013 1014 1015 1016 1017 1018 
1018 1020 1021 1022 1023 1024 
1025 1026 1027 1028 


please check below: 
(] Payment enclosed. [] Send bill 


' Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois $t., 


Chicago 11, il. 


1012/Circle on Readers’ Service Card 
Plastic Binding 

. how this process gives: prestige to 
the user is the subject of a booklet pre- 
pared by Apeco. (Page 36) 


1013/Circle on Readers’ Service Card 
Coating Products 

. transparent plastic materials have 
sales prémotion=xl and advertising uses 
and a folder shews you how. (Page 44) 


1Q014/Circle on Readers’ Service Card 
Four Color Plates 

. artwork from Spectratone plates are 
featured in a folder issued by Berkeley's 
California Art & Engraving Co. {Page 44) 


*Please print or type information below 
NAME 
TITLE 
COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Jan. 15, 1961. 





| eae | Adwertising 


Requirements 


*Send for these free helpful selling tools 


1315/Circle on Readers’ Service Card 
Safety Paper 

. Mead Papers has issued a sample 
book showing examples of its tamper-proof 
“Duo-Safe” papers. (Page 46) 


1016/Circle on Readers’ Service Card 
Direct Mail 

. Color kit showing uses of color in 
various advertising is offered 
by Curt Teich & Co (Page 48) 


materials 


1017/Circle on Readers’ Service Card 
Convention Hotels 

. @ listing of independent hotels with 
sonvention facilities is available 
Robert F. Warner Inc. 


from 


(Page 119) 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, i. 


Please have the following sent me: 


1001 1002 1003 1004 1005 - 1006 
1007 1008 1009 1010 1011 1012 


1033 1014 1015 1018 1017 1018 
1019 1020 1621 1022 1023 1024 
1025 1026 1027 1028 


Ii you do not have a personal Ad- 
vertising Requirements subscription 
and would like to receive the next 
twelve monthly issues (U.S., Canada 
and Pan-America, $3; all others $5) 
please check below: 


() Payment enclosed [] Send bill 


| 


7 re 
eee ULE. 


SOE 


1@18/Circle on Readers’ Service Card 
Outdoor Display Catalog 
. a 20-page catalog of outdoor display 
materials is released by Pratt Poster Co. 
(Page 56) 


1019/Circle on Readers’ Service Card 
Temporary Post Device 

. Reproduction Engineering Corp., in- 
troduces the Timber-Topper for muking 
temporary posts out of an ordinary 2x3” 
piece of wood. (Page 56) 


1020/Circle on Readers’ Service Card 
Ad Clock Catalog 

. . « Electric Time issues a catalog of out- 
door ad clocks and thermometers with 
ultra-thin casings. (Page 58) 


*Note: inquiries for items listed 
not serviced beyond Jan. 15, 1961. 


1021/Circle on Readers’ Service Card 
TDI Commuter Folder 

. . » Transportation Displays Inc. describes 
the possibilities of selling the New York 
commuter via station posters and train 
cards. (Page 58) 


1022/Circle on Readers’ Service Card 
Typeface Catalog 

. . listing several hundred typefaces 
stocked by Philmac Typographers is now 
available in new edition. (Page 126) 


1023 Circle on Readers’ Service Card 
Good Ads 

. «+ that pulled well, as far as inquiries 
are concerned, are reproduced in a folder 
of Industrial Equipment News. (Page 126) 


1024/Circle on Readers’ Service Card 
West German 

. » » typefaces Salto and Virtuosa 1 and 2 
are featured in a folder. (Page 128) 


1028/Circle on Readers’ Service Card 
Berthold Typefaces 
. Gre shown in a folder issued by the 
firms importer, Amsterdam Continental 
Types and Graphic Equipment Inc, 
(Page 126) 


1026/Circle cn Readers’ Service Card 
Match Book Booklet 

. . » Universal describes the match books’ 
place in the advertising scene in a booklet. 


(Page 91) 


1027/Circle on Readers’ Service Card 
Tabek Catalog 

. . « gift and giveaway items are featured 
in an {illustrated ¢atalog from Marvin 
Tabak Co., New York. (Page 108) 


1028/Circle on Readers’ Service Card 
Sales Incentive Catalog 

Maritz Sales Builders releases a full-color 
catalog showing the latest merchandise 
available for sales incentive plans. 


(Page 108) 





Which Hammermill 
Graphicopy Paper will cure 
your headache? 


Ashamed to sign some of the letters 
you send out? You won't be if you 
use crisp, bright Hammermill Bond. 


Annoyed when instruction manuals 
get dog-eared quickly? Tough, bulky 
Hammermill Cover will protect them. 


Have to get out 200 copies of a memo 
—rush? Finish the job quickly on 
lint-free Hammermill Mimeo-Bond. 


Want to put your best foot forward? 
Your annual report makes a better 
impression on Hammermill Offset. 


. = 
Are your file cards limp and smudged 


with erasures? Put your new cards 
on stiff, strong Hammermill Index. 


Tired of hard-to-read bulletins, price 
changes, reports? Relax with non- 
curling Hammermill Duplicator. 


Graphicopy Papers, like aspirin 
tablets, come in conveniently small 
packages. You can prescribe any of 
19 different Graphicopy grades for 
printing migraines. Which grade de- 
pends on the job and your printing 
equipment. Ask yourself the ques- 
tions below and then call your nearby 
Hammermill supplier. Hammermill 
Paper Company, Erie, Pennsylvania. 


Does show-through sometimes mar a 
folder or booklet? Try Hammermill 
Opaque and save on mailing costs. 


ness forms keep production moving. 
Whippet Bond moves fast on presses. 


Graphicopy labels are big and bold. 
Clean white cartons open easily, close 
snugly. Re-use them for filing, storage. 





W not possible in 
* paper prints... 
only obtainable in... 


ULLMAN GRAVURE 
FULL COLOR 
PLASTIC 
TRANSPARENCIES 


Only ULLMAN builds a light-refracting surface 
into each TRANSPARENCY .... reproduces any 
kind of picture copy on clear plastic, printing on 
both sides in perfect register. You get sensational 
color build-up in front of the light....a@ LUMI- 
NOSITY which is unequalled.... because no 
printing screen breaks up the continuous tone pic- 
ture. If the Shadow Box light should go out, your 


Colorful transparencies in advertisement remains magnificently colorful. 


decorative P.O.P. Lantern. 

Jackson Brewing Company , . . ° 
‘tie teen No wrinkling, no warping, no matter what the atmos- 
pheric condition. No fading in front of a light source. 


Any size up to 37” x 49”. 
—LET- US- SHOW you 


-=¥our Promotion Program ULLMAN GRAVURE, INC., 


—Write for-descriptive literature and 32 McKIBBIN ST. BROOKLYN 6, N. Y. 
= ivision of The Ullman Company, Inc. 
‘samples of Ullman Transparencies. semaines in sill Esteblished 1888 


VISIT US AT THE POPAI SHOW FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — 
BOOTHS 128-129, N.Y. COLISEUM SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 











